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Rough Proofs 


Paramount is planning to “give 
the world the laughs and escapist 
excitement it needs,” its announce- 
ment says, but unfortunately its 
pictures will be sandwiched be- 
tween news reels which will bring 
the escapist right back to grim and 
gory reality. 

, =9 


The name of those fine short- 
wave Columbia broadcasts from 
European capitals every evening 
may have to be changed, the way 


things are going, to “What’s Left of | 


the World Today.” 
7 ww ¥ 


The fur business isn’t necessarily 


| 


| 


going to the dogs, even if a leading | 


producer of silver foxes is now of- 
fering an advertised brand of canine 
breakfasts. 

vvwyY 


It’s not astonishing that the Glass | 


Container Association has put some 
of its promotion into a popular 
song. Isn’t every cooperative cam- 
paign supposed to be based on close 
harmony? 

7 <9 


Without a_ signature, William 
Randolph Hearst has proved to be 


a better columnist than a lot of the | 


well-advertised headliners of the 


syndicates, including his own. 
v,vyY 
Wright Patman and Walter 


Winchell insist Carl Byoir, now a 
reserve officer in the army, used to 
represent the Nazis. Can’t think of 


tions service more. 
v,wyY 
Leslie Ostrander, an up-and-com- 
ing Certain-teed dealer, 


turns out 
to be the Elmer of New York 
world’s fair fame. In more ways 


than one he qualifies as a successful 
builder-upper. 

a 

Harry Waldron is the only sales 

manager the Sheaffer company has 
had in its 25 years’ history. Selling 
the life-time pen should give a 
fellow a life-time job. 

vy 


Manufacturers who have trouble 
getting dealers to take their adver- 
tising portfolios seriously can 
understand why the Allies didn’t 
profit properly from reading “Mein 
Kampf.” 


v,yvwrY 
Some academicians wince when 
they see “obsolete” used as a verb, 


but with so many traditional ideas 
being tossed out the window these 
days, you mustn’t fuss too much 
1 your pet ideas of grammar are 
obsoleted. 

v,vwy 


you heard that Stetson is going 


On the air, you may be interested to 
kr that it’s really bringing out 
a itoliner lightweight felt to tie 


th the new transports. 
vr 


hat’s become of the automotive 


advertiser who used to wire his 
Ce to the newspapers from the 
lr 


napolis Speedway 
t Joe Doak drove 
' protest 


announcing 
500 miles with- 
from Fizzle spark 


. VY ¥ 


“zy Dean has taken his 
lider back to the minors. Let’s 
Be now, why couldn't the same 
tment be applied to some of our 
lly notable political and 
soreheads? 


sore 


eco- 


Copy Cus 
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Patman-Byoir 


Argument Recalls 
Admen's War Role 


Promotion and Publicity 
Program Set to Function. 


lf Needed 


New York, June 6.—The series of 
attacks and counter-attacks with 
which Representative Wright Pat- 
man, proponent of chain store death 


| taxes, and Carl Byoir, A&P publi- 


cist, rent the placid air between 
Washington and New York this 
week served to bring forward one | 
phase of Uncle Sam's preparedness | 


campaign that has not been |g 


tioned conspicuously in the public 


| prints. 


That phase of the program points 
to an increasingly important role 
for advertising if and when America 
goes to war. Considering the fact 
that the contributions of advertis- 


effort, it seems certain that these 
achievements will be eclipsed now 
that the experiences of 1917-18 
have been woven into the fabric of 
the future. 

At this. writing the next chapter 
in the Patman-Byoir feud will have 
as its locale-a hearing room of the 
Dies committee in the capital. Con- 
demning Mr. Patman’s attacks as 
my reputation by a man 
he enjoys on the floor,” Mr. Byoir 
denied that he is a Nazi propaganda 
agent and the head of “the greatest 
espionage and spy system ever or- 
ganized on the face of the earth.” 
He linked the Patman attacks to 
the Byoir organization’s opposition 
to the Congressman’s anti-chain 
bill. 


Served German Railroads 


Although admitting that his com- 
pany had a contract with the Ger- 
man Federal Railroads in 1933 to 
“promote tourist travel to Ger- 
many,” Mr. Byoir insisted that this 
connection was cancelled by him in 
1934. During the period of service, 
he asserted, “nothing was done that 
could by any stretch of imagination 
be termed un-American or Nazi 
propaganda.” During the past six 
years, he added, his company has 
had no contract of any kind with 
foreign interests except in connec- 
tion with civilian relief for China 

Friends of Mr. Byoir delved back 
into the Congressional Record of 
Feb. 27, 1935, which carried a 
speech by Congressman Samuel 
Dickstein of New York, reporting 
the findings of a special committee 
on un-American activities, 
firmation of Mr. Byoir’s assertion 
that he had terminated all connec- 
tions with the German travel office 
Mr. Dickstein praised the publicist’s 
“high-minded attitude” and referred 
to “evidence of his character as an 
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Voice of the Advertiser 18 


| | 


|ing to the national welfare in the | 
World War represented a pioneering | 


File Petition 


| Barron G. 


| federal court in behalf of seven of 


hiding behind the immunity which the transportation advertising pion- 


,eer’s companies. 


| continuance 


ADVERTISING? 


GOD BLESS AMERICA! 


memonias Sav 


ts Toad ow — 

Full-page, three-color Memorial Day 

newspaper advertisement for Meier & 

Frank Company, Portland, Ore., depart- 

ment store, which has created an un- 

usually fine public reaction. (Story on 
Page 25.) 


Collier Companies 


in Bankruptcy 


New York, June 6.—The compli- 
cated financial affairs of the late 


petition in bankruptcy was filed in 


The units affected, 
chiefly outside of New 
York, Boston and Chicago, were 
granted permission to continue in 
business for 15 days, following 
which John Gerdes, who was ap- 
pointed trustee, will be required to 
request authorization for further 
of the business. Mr. 
New York attorney, 


operating 


Gerdes, a 


| posted bond of $21,500. 


The background of the action was 
explained by Edwin Faber, presi- 
dent of the organization, who said: 

“Over a period of 45 years the 
late Barron G. Collier built a group 
of advertising companies represent- 
ing the dominant organization in 
advertising on the transportation 
systems of the United States. At 


the time of his death, March 13, 
1939, certain of these companies, 
confronted with financial condi- 
tions precipitated by his death, re- 
quired reorganization The man- 
agement succeeding Mr. Collier has 


endeavored since his death to effect 


(Continued on Page 28) 


Collier came to the fore | 
|again here today when a voluntary 
“scurrilous and outrageous efforts to | 
| destroy 
anybody who needed public rela- | 


| their 


| best illustrated by the 


\theless, at 


__. Sales Executives to War 
on ‘Economic 


Illiteracy’ 


Suggest 2-Year 


‘Consumer Course’ 
“in. Y. Schools 


Program for Developing 
“Economic Efficiency" 


Laid Down 


New York, June 6.— 
nish a measure of practical eco- 
nomic education for a quarter of a 
million students in metropolitan 
New York secondary schools is the 
current concern of educators who 
are striving valiantly to crystallize 
thinking in terms of a work- 
able curriculum. 

The complexity of the problem is 
widely diver- 
viewpoints expressed when- 
teachers get together. Never- 
least one step in 
direction of a solution is reflected in 
the report of a special committee 


gent 
ever 


|of the Commercial Education Asso- 


ciation which is devoting its atten- 
tion to “business education for the 
development of economic efficiency 
in every-day life.” 

This group sets down three basic 
objectives of such education: first, 
to provide the student with 
skills and knowledge that’ will 
make him efficient in his personal 
economic life as distinguished from 
his vocational activities; second, to 
develop an appreciation of 
sumer problems from the point of 
view of specific personal needs and 
the needs of society; 
develop high standards of consumer 
ethics. 


Would Study Advertising 


In order to achieve the first ob- 
jective, the educators believe that 
the student must acquire skills and 
knowledge that will aid him in: 

1. Choosing and evaluating goods 
and services in terms of money 
standards and a standard of living. 

2. Judging specific merchandise 
by encouraging comparisons. 

3. Using business services 
as the services of banks, 
cations, transportation, 
tutions, etc. 

4. Evaluating of 
designed to influence 

5. Finding source 


such 
communi - 
credit insti- 


advertisements 
his judgment. 
materials and 
(Continued on Page 28) 


Last Minute News Flashes 
Callaway Mills Enters National Ranks with Towel Line 


New 


paper 


York, June 7 
advertiser, will enter the 
following the company’s entry 
it was learned here The 
part of a emble 

account. 


today 
bathroom ens 


Callaway Mills, I 
ranks of consumer 
into the 
new 


Albert 


a Grange, Ga., long a business 
advertisers next fall 
bath towel manufacturing field, 
product will be merchandised as 


Frank-Guenther Law has the 


May Step Up Promotion for Coffee Bureau 


New York, 
sored by the 


June 7.—The pos 
Pan-American Coffee 
future was indicated today as 
countries began to gather for 
Monday. Arthu 
effort, which has 


here 
operative 


ibility that promotional activities spon- 
sureau may be 

delegates 
their 
Kudner, Ine 
a current budget of 


expanded in the near 


from seven coffee-producing 
third annual conference beginning 
, is the agency in charge of the co- 


about $600,000 


Lenox Lohr Leaves National Broadcasting Company 


Chicago, June 7—Lenox R. 
Company as president in 1936, has 
Museum of Science and Industry 
day. He will take over his new 


Lohr, 


resigned to become pres 
in Chicago, 
duties 


who joined National Broadcasting 
sident of the 
it was announced here to- 


July 15 


How to fur- | 


the | 


the | 


con- | 


and finally to | 


Federation Plans Vast 
| Program to Sell Basic 


Ideals to Public 


By MURRAY E. CRAIN 


| 

| Milwaukee, Wis., June 6.—Crea- 
| tion of a permanent endowment 
_fund and employment of an army 
|of salesmen as well as a flood of 
printed material to combat “the na- 
tion's astounding economic Hliter- 
acy” were voted by the National 
Federation of Sales Executives at 
its fifth annual meeting here today. 
Gazing apprehensively at the sud- 
den disintegration which made pos- 
sible the quick German victories 
over enlightened European nations, 
and spurred on by the talk of war 
which threaded almost every ad- 
dress on the program, the Federa- 
tion held that the first requisite to 
maintenance of a free country is to 
convince its people that it 
something to defend. 

The case was stated in different 
ways by different speakers, but by 
none more effectively than J. Fred- 
eric Dewhurst, economist of the 
Twentieth Century Fund. 

“Whatever the merits and de- 
merits of our own particular brand 
of political and economic life,” he 
commented, “it is safe to say that 
we all greatly prefer it to any com- 
peting brand that has thus far ap- 
peared on the market. We would 
all much rather live under a sys- 
tem in which each of us has the 
privilege of free choice in deciding 
what to produce, distribute and con- 
sume, than one in which an all- 
powerful central authority makes 
all these decisions for us. 

Must Promote Standards 

“In such a ‘take it or leave it’ 
world, distribution would be reor- 
| ganized in such a way that there 
| would be little need for sales ex- 
ecutives; and economics might be- 


has 


come such a simple science that 
there would be no need for econ- 
omists. 


“If we prefer our own Made-in- 
America brand of life, we have got 
to be prepared to promote it 
against competing lines. This im- 
plies both a problem of design and 
a problem of merchandising and the 
latter is just as important as the 
former. We must always be alert 
to keep our product adapted to 
changing market needs, but we can 
never relax our efforts to maintain 
and extend consumer acceptance of 
the product.” 

The size of the fund to be cre- 
ated has not been determined. The 
Federagi believes, however, that 
the need rgent and that business 
generallyggvill contribute substan- 
tially anddanhesitatingly when the 
plan is outlined, 


Follows €@ucation Report 


In deciding te permit their sales- 
men to discuss basit American con- 
cepts, the sales executives threw 
tradition to the fovr winds. They 
adopted the decision reluctantly and 
only after they had convinced 
themselves, as one speaker put it, 
that unless consumers are speedily 
educated, there may be no further 
need of either sales executives or 
salesmen. 

Adoption of the resolution 
lowed presentation of 
William K. Doggett, 
Company, New York, 
the Federation’s national 
education committee. This 


fol- 
a report by 
Irving Trust 


chairman of 
economic 
com- 
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mittee was established only two 
months ago. Corresponding com- 
mittees have been formed in most 
of the local clubs comprising the 
Federation. Mr. Doggett outlined 


three objectives: 
1. Simple, basic economic edu- 
cation. 


2. Inculeation of realization of 


the actual achievements of the 
American system of enterprise, 
3. Emphasis on the basic con- 


cepts of the American way of life. 

Mr. Doggett said that attacks on 
every phase of the American busi- 
ness structure have weakened it, 
while business has been immobile 
and inactive. 


Must Take Up Fight 


“It is time for us to become ar- 
ticulate,” he asserted. “We believe 


that if the benefits of the American | 


system can be presented clearly 
and convincingly to the American 
people, the influences that now tend 
toward disunion can be overcome, 
and the principles that made us 
great can be re-established. 


“If it is a selling job, who is bet- | 
those | 


ter equipped to sell than 
whose business is selling? Profes- 
sional salesmen ought to be able to 
do a better selling job than 
soap box orator—at least a better 
job with thinking people.” 


| Swift & Co., 
| Federation to maintain advertising 
|as well as sales programs, helping 


the | 


To forward this program, the| 
Federation decided to establish per- 
manent headquarters in New York, | 
in charge of Secretary Warren K. 
Rishel. It also instructed the in- 
coming president, Harold J. Cum- 
mings, vice-president in charge of 
sales, Minnesota Mutual Life In- 
surance Company, St. Paul, to ap- 
point a coordinating advisory com- 
mittee to work with the national 
officers. This committee will in- 
clude one member from each affili- 
ated club. 


Urges Advertising 


O. E. Jones, vice-president of 


Chicago, urged the 


both the companies concerned and 
the entire country. He said that 
Swift has outlined one of the 
largest advertising campaigns in its 
history and that this campaign is 
not subject to cancellation. The 
company believes that such a cam- 
paign will contribute to the well 
being of not only the 60,000 men 
and women whom it knows and 
pays directly, but the 50,000,000 
persons on farms who produce the 
raw materials it buys and the 3,- 
000,000 retailers and their clerks 
and deliverymen who sell these 
products. 


| Chicago Daily 


| 1937, they 


“It is up to us, by wise and in- 
spired selling, to see that all these 
people, supported by our industry 
and other basic industries with 
which we deal, are kept as fully 
and happily employed as possible 
in the months to come,” he said. 


Much War Discussion 


Col. Frank Knox, publisher of the 
News, opened the 


convention with a luncheon ad- 


| dress in which he pleaded for im- 
|mediate aid for the Allies, strictly 


from the viewpoint of self-interest. 
He recalled Lincoln’s phrase that a 
country half slave and half free 
cannot survive and said that it is 
applicable to the entire world 
today. 

Dr. George Gallup, president of 
the American Institute of Public 
Opinion, continued the war vein by 
saying that if England and France 
had sent even one competent re- 
search man to Germany in 1936 or 
would not be in their 
present desperate positions. 

Discussing the work of his own 
organization, he said that it has 
made a notable contribution to con- 
stitutional government by __inter- 
preting public opinion to the ad- 
ministration. The only basis for 
such interpretation in the past was 
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Edgar Bergen 
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i Good News of 1940 


One Man’s Family 
Fred Allen___ 


Pot O'Gold 


Na — a 


The Telephone Hour: 
The Voice of Firestone 


; Tommy Riggs— Betty 
— Lou 


Battle of the Sexes 


Manhattan Merry-Go- 
Round 


American Album of 
Familiar Music 


Dr. 1. Q. 


Uncle Walter's 
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Hollywood Playhouse 
Cities Service Concert 


Pepper Young's 
Family 


Ma Perkins_____ 
Johnny Presents—_ 
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The greatest radio schedule of programs in the world will unques- 


tionably attract the greatest number of listeners in any market. 


| Ie Chicago ifs om... WMAQ 


WATTS—670 KC. CHICAGO 


KEY STATION OF NBC RED NETWORK 


the ballot box and its meaning was 
frequently misconstrued. 
Explaining to the sales execu- | 
tives how public sentiment may be 
learned by contacting a small num- 
ber of persons representing a true 
cross-section of the country, Dr. 
Gallup asserted that the noted 1932 
error of the Literary Digest could 
have been reduced one-half by the 
addition of 256 properly directed 


questionnaires. That reduction 
would have given it the correct 
answer. 


Tells of Ideal County 

Referring to a radio program in 
which a large sum of money is 
given away weekly, Dr. Gallup said 
that the chance of winning is about 
the same as that of being struck by 
lightning. The program has proved 
a boon to telephone companies, 
however, since a large number of 
citizens who previously felt no need 
of a telephone have decided to 
qualify for a pot of gold. 

Summit County, Utah, is the 
ideal sample for a_ political poll, | 
despite the fact that it contains only 
2,200 families, Dr. Gallup said. The 
Institute is pressing its search for 
equally accurate fishing grounds in 
other states. 

He concluded by asserting that 
the public has been far ahead of 
the administration and of Congress 
for several years. Sentiment fav- 
'ored creation of a large air force 
several years ago, even at the cost 
of heavy taxes. Washington dis- 
covered this fact only recently and 
has not fully recovered from its 
surprise. Right now, he _ added, 
twice as many Americans favor 
regulation of labor unions as of 
business. The collective judgment 
of the American people is uncannily 
accurate, he said, hitting the bull’s 
eye nine out of ten times. 


Mr. Cummings, new Federation 
president, succeeds Arthur W. 
Ramsdell, vice-president, Borden 


Company, New York. New vice- 
presidents are Hugo A. Bedau, Mar- 
chant Calculating Company, San 
Francisco; K. N. Merritt, American 
Railway Express Company, New 
York, and H. C. Anderson, Globe- 


Wernicke Company, Cincinnati. 
Bernard Lichtenberg, Institute of 
Public Relations, New York, was 


re-elected treasurer. 


Hoffman & York 
Gets Agency Net 
Cooperation Award 


New York, June 4.—Hoffman & 
York, Milwaukee, was unanimously 
selected as the recipient of the Lee 
Ringer Trophy for outstanding serv- 
ice in inter-agency cooperation dur- 
ing the past year. Fifteen other 
awards were made to member 
agencies of the National Advertis- 
ing Agency Network as a feature of 
that group’s ninth annual conven- 
tion held here last week end. Ellis 
Plan agencies and affiliated groups 
also met over a four-day period. 

Oakleigh R. French, NAAN man- 
aging director and St. Louis agency 
head, presided over the meeting. 
Six addresses and round table dis- 
cussions on agency selling, seven on 
agency finance and management 
and seven on inter-agency coopera- 
tion featured the meeting. 

Chicago was site 


selected as the 


of the 1941 convention. Regional 
conferences will be held through- 
out the country at intervals 


throughout the year. 


Promote Letter Writing 


A group of 19 stationery manu- 
facturers will sponsor the third 
National Letter Writing week, Oct 
6-12, to be preceded by a campaign 
using displays in retailers’ windows 
and posters with the slogan, “Make 
Folks Happy—Write Today.” Prizes 
for window displays’ will be 
awarded to retailers. The campaign 
will be coordinated through the 
Paper Stationery & Tablet Manu- 
facturers Association, New York 


Wm. Robson Appointed 


William Northrop Robson, for six 
years a director of programs for 
Columbia Broadcasting System, has 
been appointed radio director of 
Lennen & Mitchell, New York 


Rename Officers 
of Lithographers’ 
National Group 


Del Monte, Cal., June 6.—E, H 
Wadewitz, Western Printing ¢ 
Lithograph Company, Racine, Wis 
was re-elected president of 1} 
Lithographers National Associatic; 
at its annual meeting here toda: 

Other officers re-elected we 
Milton P. Thwaite, Dennison 
Sons, Long Island City, N. Y., vic 
president; George C. Kindred, Ki; 
dred, MacLean & Co., New Yo; 
treasurer; Maurice Saunders, cha 
man of the board; and Perciva! 
Oviatt, general counsel. 

Elected to the board of direct 
were P. N. Calvert, Reserve Lit} 
graph & Printing Company, Cle,: 
land; Harrison K. Canner, Kett: 
linus Lithograph Mfg. Compa: 
Philadelphia; William S. Forb 
Forbes Lithograph Company, B: 
ton; Chas. W. Frazier, Brett Lit! 


graphing Company, Long Island 
City, N. Y.; Charles D. Germ 
National Lithograph Compay 


Washington, D. C.; Arthur A. G 
Goes Lithographing Company, C})- 
cago; George W. Hall, Wests 
Lithograph Company, Los Angel 

John H. Harland, John H. H: 
land Company, Atlanta; George \v 
Heigho, Calvert Lithographing 
Company, Detroit; Leslie H. Jack- 
son, Stecher-Traung  Lithogr: 
Corporation, Rochester, N 
George E. Loder, National Proc« 
Company, New York; S. M. Lud 
Irwin Hodson Company, Portland 
Ore.; William H. Merten, Strobrid 
Lithographing Company, Cin 
nati; E. E. Milliken, Omaha Print 
Company, Omaha; Carl Moellma: 
Continental Lithograph Corpo: 
tion, Cleveland; D. R. Morea: 
American Colortype Company, N« 
York; 

St. Elmo Newton, S. C. Toot 
Co., Memphis; William Ottmann, U 
S. Printing and Lithograph Com- 
pany, Brooklyn; Theodore Regen- 
steiner, Regensteiner Corporation, 
Chicago; Carl R. Schmidt, C. P 
Schmidt Lithograph Company, San 
Francisco; Curt Teich, Jr., Curt 
Teich Company, Chicago; A. J. Wil- 
manns, Wilmanns Brothers Cor 
pany, Milwaukee; and John M 
Wolff, Jr., Wolff Printing Company, 
St. Louis. 


FCC Issues Booklet 
Explaining Set-up 

“An ABC of the FCC” has been 
issued by the Federal Communica- 
tions Commission, Washington, an 
is available through that body. A 
pocket-size folder of 16 pages, 
supplies brief answers to questio! 
dealing with the organization, ope! 
ation and policies of the comn 
sion. 


O'Sullivan Appoints 
O'Sullivan Rubber Company, 

Winchester, Va., has appointed B« 

mingham, Castleman & Pierce 


New York, to handle its account! 
Radio, newspapers and_ point 
sale material will be used. 


3 nits! () Errors’ 


NBC Red & B ue 
Station covering 4 
$589,532,000 Urban 


and Rural marke? 


Offers UP News at 
low introductory 
rates in Nat $ 


23rd market. 


Largest CBS Sta! 
in Vermont and New 
Hampshire. 


"THREE progressive Stations, ©°'~ 
ering choice Urban and Ru! 
Markets, are now available at a * 
cial combination rate, making ' 


"The Best Spot Buy of 19+ 
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ADVERTISING AGE 


LATEST ABC REPORTS SH 
THE AMERICAN WEEKLY CRCULATON 


(For 
six months 
ended 
March 
31, 
1940) 


Gis 


26 


Y THE yardstick of numbers of families, The 

American Weekly delivers the mightiest cir- 
culation in the world—a circulation average shown 
by the Audit Bureau of Circulations publishers’ 
reports for the six months ended March 31, 1940, 
to be more than twice as large as any other national 
weekly magazine, as listed below: 


THE AMERICAN WEEKLY . 6,826,513 
The Seturdey Evening Post 3,130,396 
Collier's. . « « + « 2,777 479 


ie 2. we + « « 2,509,905 
Liberty . . «© «+ « « « 2,502,464 
Time 2. 2 2 se ew ee 751,979 


(4. B.C. circulation figures for all other publications 
ere for six months ended Dec 31, 193% 


So far. so good. But the question is often asked: 


What About Readership? 
And Dr. Daniel Starch has the answer to that. Computed from his latest 
Consumer Magazine Report, the ADULT (over 18 years of age) reader- 
ship score for these publications, based on a full year’s interviews, is: 


THE AMERICAN WEEKLY . 14,395,894 
Magazine A . ° 7,105,999 
Maogeatine 8B 6,668,727 
*Magezine C 6,457,986 
Megetine OD . 6,040,948 
Magarine E 1,774,671 


Cinformation regarding ~C” is based upon inter 
views for the four months’ periad Sept Dec, 199% 


Dr. Starch’s studies of every issue of The American Weekly indicate 
there is a reader- traffic through this 


millions of adult men and women read The American Weekly with 
an intensity unequalled in the publication field. 


What next? Well, considering that The American Weekly provides a 
page twice the size of any other magazine, it’s a fair question to ask: 


What About Cost? 


And once more, when we look at the list—bearing in mind that a 
page in The American Weekly is double the size—figures computed 
from the same Starch survey line it up like this, on a basis of cost 
per color page per thousand readers: 


THE AMERICAN WEEKLY . $1.25 
Magetine C . . . « « 126 
Megerine B 2... « « «+542 
Megetine D . . . « « 47 
Meogerine A... COD 
Megering FE 2 08 


L 
But even that is not all. Any sensible advertiser wants to know: 


What About Market Coverage? 


That's a big story, but it can be packed into this: The American 
Weekly pours the major share of its 6,826,513 circulation into 
those 3,165 urban places where 82% of all retail sales are made— 
does the job with a concentration twice as great in cities of every 
size, from over 1,500,000 down to 2,500 — and almost double 
the concentration in communities under 2,500. 


“Double Action” More Than a Claim 
Look back at these figures, and they speak for themselves. 


With double the circulation, double the readership, double the 


coverage of various income groups — 


magazine's pages of nearly 14,400,000 PP a ey er ae and concentration where the most buy- 
‘ aw “h-A- > ay on : ' ; 

adults. aa OCR vtatep he tcatiatad ing is done—The American Weekly has 

Advertising linage and revenue in The American Weekly 2 ey 

for the month of June records the largest volume for what it takes to make good advertising 
} ° any month this year, to date, and the figures for the e 

en more important _ these many ==> first six months show « substantial linage and revenue produce double results, 
“ Fon wll increase over the same period in 1939. 


EAMERICAN 


Greatest 
Circulation 
in the World 


\X/EEKLY 


“The National Magazine with Local Influence” 


Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Parmouve Bre 


Curcaco. 


Heansr. Bunc., San Francisco Motors Bive 


Gesewat 


. 5 Wisranor Servant. Bostos 


Deveorr 


. Ancave Bive., St. Louts Evison Bioc., Los Anceres 


Hassan Bune... Creverano 101 Manterta Sr, 


Arianta 


AC Spark Plug Co. 
American Cranberry Exchange 
American Tobacco Co., The 
Amer. Turpentine Farmers Assn. 
Anheuser-Busch, Inc. 
Armour & Company 
Associated Distributors, Inc. 
Axton-Fisher Tobacco Co. 
Babbitt, Ine ‘ B. T. 
Bauer & Black 
Borden Co., The 
Bourjois Sales Corp. 
Bristol-Myers Co. 
Brown & Williamson Tobaceo Corp 
California Fruit Growers Exch. 
California Packing Corp 
California Walnut Growers Assn. 
Champion Spark Plug Co. 
Chrysler Corporation 
Chrysler 
Dodge Bros. 
Plymouth 
Clorox Chemical Co. 
Coca-Cola Company, The 
Colgate-Palmolive-Peet Co, 
Cashmere Bouquet 
Concentrated Super Suds 
Halo Shampoo 
Palmolive Soap 
Corn Products Refining Co. 
Corning Glass Works 
Cream of Wheat Corp. 
Cudahy Packing Co. 
Davis Company, R. B. 
Dearborn Supply Company 
Demuth & Co., Wm. 
Drackett Products Co., The 
Edison General Electric Appliance 
Company, Inc 
Elgin National Watch Co. 
Enna Jettick Shoes, Inc. 
Federal Life & Casualty Company 
Fitch Co., The F. W. 
Florida Citrus Commission 
Ford Motor Company 
Franco-American Spaghetti 
Frank & Co., Inc., S. M. 
General Electric Co. 
General Foods Corp. 
Jell-O — Post Toasties 
Minute T apioca 
General Mills, Inc. 
Bisquick 
Gold Medal Flour 
Kix 
General Motors Corp. 
buick 
Chevrolet 
Fisher Body 
Oldsmobile 
Pontiac 
Glover Co., Inc.. H. Clay 
Goldman, Mary T., Company 
Great Atlantic & Pacific Tea Co. 
Hecker Products Corp. 
H. J. Heinz Company 
Hubinger Co., The 
Hormel & Co., Geo. A. 
Hudson Motor Car Company 
Hygeia Nursing Bottle Co., Inc. 
Ingersoll-Waterbury Co., Inc., The 
International Cellucotton Prod. Co. 
lodent Chemical Co. 
Jergens Co., The Andrew 
Johnson & Johnson 
Johnson, S. C., & Son, Inc 
Kellogg ( ompany 
All. Bran — Corn Flakes 
Pep Rice Krispies 
Kenton Pharmacal Co. 


The SOCIAL REGISTER 
of AMERICAN BUSINESS 


A partial list of Important Advertisers in The American Weekly 
during 1938, 1939 and 1940 


Kleinert Rubber Co., 1. B. 
Knox Gelatine Company 
Kraft Cheese Company 
Kraft Cheeses 
Miracle Whip Salad Dressing 
Lady Esther Company 
Lambert Pharmacal Co. 
Lamont, Corliss & Co. 
Danya Hand Lotion 
Nestle’s Cocoa and Chocolate 
Pond’s Face Creams and Powder 
Lane Bryant 
Lever Bros. Co. 
Lux Soap and Flakes 
Lifebuoy Rinso Spry 
Libby, McNeill & Libby 
1 iggett & Myers Tobacco Co. 
Literary Guild of America, Ine. 
Lorillard Co., Inc., P. 
Maiden Form Brassiere Co., Inc. 
Maybelline Lo . 1 he 
Mentholatum Company 
Metropolitan Life Insurance Co. 
National Biscuit Co. 
Norge Division, Borg-Warner Corp. 
Norwich Pharmacal Co., The 
Noxzema Chemical Co 
Ontario Travel & Publicity Bureau 
Pabst-ett Corporation 
Packard Motor Car Co. 
Pan American Coffee Bureau 
Paramount Pictures Corp. 
Park & lilford 
Parker Pen Co., The 
Penick & Ford (Ltd.) Ine. 
Pepsi Cola ( ompany 
Pepsode nt Co., The 
Perfection Stove Company 
Plough, Ine. 
Potter Drug & Chemical Corp. 
Procter & Gamble Co., The 
Drene — Ivory Soap —Teel 
Prudential Insurance ¢ ompany 
Quaker Oats Company, The 
Ralston Purina Co 
Resinol Chemical Co, 
Reynolds Tobaceo Company, R. J. 
Royal Lace Paper Works, Ine. 
Royal Typewriter Company, Inc. 
Schenley Distillers Corp 
Schering Corp. 
Schick Dry Shaver, Inc. 
Scholl Mfg. ¢ ompany 
Scott Paper Company 
Sheaffer Pen Co., W. A. 
Simoniz Company 
Smith Brothers 
Smith & Corona Typewriters, Inc, 
Standard Brands, Ine. 
Chase & Sanborn Coffee 
I leischmann’s Ve ast 
Royal Baking Powder 
Royal Gelatin and Desserts 
Sterling Products, Inc. 
Swift & ¢ ompany 
Tea Bureau, Ine 
Tide Water Associated Oil Co, 
Union Oil Co. of California 
United Artists ( orp. 
United States Rubber Co. 
Van Camp Sea Food Company, Inc. 
W ander { o., 1 he 
Warren Corp., Northam 
Odorono 
Weeo Products Company 
Wesson Oi! & Suowdrift Sales Co. 
Wise & Co., William H. 
Wrigley Co., Wm. Jr. 
Young, Inc., W. F. 
Zimmerman, Charles E. 


Cutex 


What $18,000 buys 


in The American Weekly 


A full page in color more than twice the size of any other magazine 


page in the world. . 


attention of the entire family instead of a single buying factor. 


. reaching 6,826,513 families, through 21 great 
Sunday newspapers, at a cost of less than 14 cent per family 


ooo 
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Paulson Adds Gerlach 


The name of B. J. Paulson Asso- 
ciates, Milwaukee advertising 
agency, has been changed to Paul- 
son-Gerlach & Associates, Inc., with 


Landt H cods 
Plans Committee 


Estel, Iowa State Dairy Association, 
Waterloo, who is secretary of the 
ADA; W. A. Gordon, National Asso- 
| ciation of Local Creameries, St. 
|'Paul:; C. W. Hibbert, Los Angeles, 


Pinkham Plans Big Drive 

Lydia E. Pinkham Medicine Com- 
pany, Lynn, Mass., will launch its 
biggest summer campaign this year 
with a schedule listing 1,150 daily 


Consumer Contest 


the addition of A. J. Gerlach to the 
firm. An account executive with 
the company since 1936, Mr. Ger- 
lach now becomes vice-president 
and treasurer. B. J. Paulson is 
president and general manager and 


of Dairy Group land Fred Traber, Montana Dairy|and 3,800 weekly newspapers 


Chicago, June 3.—Bryce S. Landt, | Products Association, Great Falls. | throughout the country in June, 


Wisconsin Dairy Industry Associa-| While the initial appropriation of July and August. 


Programs over 
tion, Wisconsin Dells, has been ap-|the American Dairy Association is | radio stations will a n rants 
0inted chairman of a committee | $250,000, this sum is expected to be t a age tay ag cee ers ape ed 
poir hi : é itt Date sgh ol 4. . | Wasey & Co., New York, is the 
E. A. Schueppert is secretary. which will select an advertising | expanded rapidly by the participa- agency. 
agency and formulate a general pro- | tion of other states in the marketing | 
WOW Cc leb motion plan for the American Dairy | campaign. 
elebrates Association. Announcement of the 

The Woodmen of the World Life | appointment, made by D. T. Carlson, 
Insurance Society celebrated its | president of the ADA, was received 
Golden Anniversary at Omaha June here Saturday. 
6 with a broadcast over 85 stations The plans committee will hold a 
of the National Broadcasting Com- are : lakes itiain ton whee 
pany in 27 states. The broadcast meeting in Chicago within the nex 
originated over the society’s station, fortnight. 
wow. 


| Chicago, June 6.—A total of 522 
| entries in the ADVERTISING Ac; 
/competition for plans designed + 
| improve relations between adverti 
ers and consumers was received 
complete checkup revealed toda 
This is almost ten times as mar 
entries as had been anticipated 
when it was decided to launch +! 
competition early this year. 

The entries come from peopk 
every type of community, in 
sections of the country, and 
divers occupations. While the bu 
of the entries probably repres: 
the thinking of men and womer 
business who are more or | 
directly connected with merchand: 
ing or advertising, a surprising), 
large number of entries was also 
received from educators, consum: 
leaders, housewives and “just pl: 
people.” 

Prominent among the entries also 
are contributions from women's 
clubs and other organizations in and 
out of the advertising field. 

Entries are now being placed in 
|the hands of the committee of 
judges, so that a decision as to the 
| winners can be reached in time for 
| announcement at the general session 
of the Advertising Federation of 
America convention to be held in 
| Chicago, June 26. 
| The committee which will decide 
|the winners in the $1,000 contest 
| is composed of: H. A. Batten, presi- 
|} dent, N. W. Ayer & Son, Inc.; Lee 
|H. Bristol, vice-president, Bristol- 
| Myers Company; Albert Brown, ad- 
| vertising manager, The Best Foods, 
| Inc.; Gordon E. Cole, advertising 
| manager, Cannon Mills, Inc.; Don 
|Francisco, president, Lord & 
Thomas, and Bernard Lichtenberg, 


Appoints Miss Hutton 
. Marjorie Hutton has been placed 
Form New Art Service |in charge of feature advertising for | 
Thomas A. Johnstone and John! L. Bamberger & Co., Newark, N. J., 
D. Cushing have formed Johnstone | assisting George P. Slockbower, 
& Cushing to specialize in the pro-| advertising manager and executive 
duction of cartoons, continuities and | vice-president. She formerly was 
illustrations for advertising. Offices|in the premotion department of the 
Mr. Landt will be assisted by E. S.| are at 155 44th street, New York. New York Herald Tribune. 


| a 
Gus Bowman Heads 
Columbus Ad Club 


| Gus K. Bowman ef Byer & Bow- 
|man advertising agency, has been 
elected president of the Columbus 
Advertising Club. Barney F 
|Houchin of Robinson & Houchin 
Optical Company, has been elected 
secretary. Vice-presidents are How- 
lard C. Minnich, Ohio Fuel Gas 
|Company, and Paul A. Kelly, Capi- 
|tal Finance Corporation. Edward 
'R. Brown of the Huntington Na- 
tional Bank, was reelected treasurer. 
| Among the trustees are Glenn C 
Baker, Ruby Chemical Company; 
William E. Stutz, Central Ohio Pa- 
per Company; John A. Stover, John 
|A. Stover Advertising; O. C. Bodle, 
Tracy-Wells Company; Harry J 
Nichols, Mumm, Romer, Robbins 
Pearson, Inc., and Delmar G. Star- 
key, executive secretary of the 
Columbus Chamber of Commerct 


e 


Burglary Insurance Is 
Subject of Campaign 


" Residence burglary insurance 
| | being featured in the summer ! 
s tional advertising schedule of 
} | Standard Accident Insurance Ci 
= | pany, Detroit, the campaign being 
| timed for June, July and August 
ma |} when the need for burglary and 
oer baw] |robbery protection is increased. 

, Be Agents of the company are being 
| provided with appropriate sales |«t- 
ters, copies of national advert) 
ments for enclosures, circul 
blotters and three 22 by 28-1 
fee | blowups of national advertisemen' 
for window display. R. J. Wal 
is advertising manager. 
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5 fae? Kas a | Mansfield Retains 
# a Liquid Veneer Account 


Lloyd Mansfield Company, Buft 
advertising agency, has infor! 
ADVERTISING AGE that it is 
= f |handling publication advertising ! 

™ | Liquid Veneer Corporation, Buff: 

te ie A recent announcement by E 
: < ; | | Advertising Company to the effe 
Pde. hf that this agency had been nam 
~" | by Liquid Veneer did not make 
clear that Ellis is handling rac 
advertising only, and that publi 
tion advertising of Liquid Vene: 
continues with Lloyd Mansfie 
Company. 
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DELICATT 


Saga of the Bronx Mink 


THE NEW YORK NEWSPAPERS recently revealed that a man had - 
been making a tidy living for years trapping mink in the Bronx— A 
one of the most thickly populated communities in America. 


From which saga, a certain well-known Chinese philosopher might 


be led to say: “‘Mink, like good idea, often found in unsuspected places. 
Advertising person wise to remember same.” 


Young & Rubicam, Inc., apvertisine 


NEW YORK - CHICAGO + DETROIT - HOLLYWOOD - MONTREAL + TORONTO 
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Business of Loft 
and Pepsi-Cola 
Go Separate Ways 


New York, June 4.—The final 
thread linking the Loft candy busi- 
ness with that of the Pepsi-Cola 
Company was snipped here this 
week when control of Loft Candy 
Corporation was purchased from 


Phoenix Securities Corporation by | 
a Philadelphia group who will op- | 


erate the 161 Loft stores in this area 
and its candy manufacturing plant. 

Phoenix is a holding company 
headed by Walter S. Mack, Jr., 
who is also president of Pepsi-Cola. 
The effect of the sale is to complete 
the divorcement of the candy and 
the soft drink businesses. 

Albert M. Greenfield, Philadel- 
phia realtor and investment banker, 
and Jacob Beresin, active in candy 
retailing for 30 years, head the 


group which has purchased control 
of Loft Candy. The former has 
been elected board chairman and 
the latter president. A completely 
new directorate has also’ been 
named. 


How It All Started 


| The connection between Loft and 
| Pepsi-Cola dates back to 1931. 
Charles G. Guth, head of Loft, irri- 
tated because Coca-Cola Company 


refused to sell syrup direct to Loft | 
|instead of through jobbers, bought | 


the 28-year old Pepsi-Cola trade- 
mark. When Mr. Guth resigned in 
1935, Loft sued him for control of 
the Pepsi-Cola business on grounds 
that he had used Loft money in 
building up the soft drink concern. 
| After a three-year court fight, Loft 
was granted control of Pepsi-Cola. 

Despite numerous legal difficul- 
ties, both with its chief rival, Coca- 
Cola, and Loft stockholders who 
charged that Phoenix gained con- 
trol of the business by purchasing 
| stock at below market price, Pepsi- 
|Cola has emerged as a formidable 
factor in the cola field. 


Now a major advertiser with an- 
nual expenditures of over $1,000,- 
000, Pepsi-Cola has even advertised 
in some areas that its sales exceed 
those of giant Coca-Cola. Its 1939 
net income of $5,650,139 repre- 
sented a 73 per cent increase over 


ithe previous year. Coca-Cola’s sales 


and profits have steadily climbed 
despite the competition, and its 1939 
profit exceeded $29,000,000. 


Olds Follows Stettinius 


Edward R. Stettinius, Jr., chair- 


Bakers Urged to 
Use Factual Copy 


‘on New Ingredient — 


man of the board of the U. S. Steel | 


Corporation, who has resigned to 
join President Roosevelt’s national 


defense commission, has been suc- | 


ceeded by Irving Sands Olds, a di- 
rector and member of the finance 
committee. 


Appoints Acorn Agency 
The Family Jacobs, operators of 
Lake Tarleton Club, Pike, N. H.; 
Lord Tarleton, new 18-story Miami, 
Fla., hotel, and the Sun and Surf 
Club, Miami Beach, has placed its 


advertising account with the Acorn | 


Agency, New York. Sidney Mat- 


‘thew Weiss is account executive. 


do you make this mistake 


in advertising? 


Even in this day of scientific 


advertisers who sell to business executives 


neglect merchandising. 


$$$ They advertise in executive publi- 
cations that are read at home. There they 
stop. Either they don’t think of merchan- 


dising, or they mark it X “‘to save money.”’ 


$$$ Result is a large part of their adver- 


tising expenditure goes to 


media and good copy fail to produce as 


they should. 


$$$ To reclaim or prevent this waste, use 


The Wall Street Journal. 


$$$ It gives 


medium. 


you, per advertising dollar, 


more readers who are active management- 
executives of industrial corporations with 
assets of over $1,000,000 than any other 


$$$ With 86 per cent of its subscribers 


reading it in their offices, it is the one na- 


tional publication that merchandises for 


selling, many 


SELL 


waste. Good 


selling story, 


at point of sale 


you. It takes your advertisement, your 


to executives at their desks, 


where they buy and you must sell. 


WALL STREET JOURNAL 


MANAGEMENT 
EXECUTIVES 


~~, 


| 


General Mills Asks 

Careful Promotion of 

"'Vibic" | 

Minneapolis, June 6.—That ad- | 
vertisers are striving constantly to 
check and recheck their facts and | 
to avoid too-strident claims for new 
products was demonstrated again | 
this week when General Mills sent 
a brochure to bakers announcing 
two new products for use in white | 
bread—Vibic flour, “containing all 
of the important vitamins and min- 
erals natural to wheat,” and Vibic | 
concentrate, “a vitamin and mineral 
ingredient for standard’ white} 
bread.” 

The brochure opened with a 
factual letter signed by Donald D. | 
Davis, General Mills president, and 
included, in addition to much scien- 
tific data on the two products, a 
spread dealing with possible uses of 
the new products in supplying new 
copy appeals for bread advertising. 

“The new products’ described 
herein are now offered with a full 
realization of the obligations of the 
milling and baking industries to the 
public we serve,’ Mr. Davis’ letter 
said in part. “They have been vol- 
untarily presented to and accepted 
by the Council on Foods of the 
American Medical Association, 
Which substantiates the products 
and the claims made therefor. 


Cost Increased 


“Their use will occasion addi- 
tional costs to the consumer, as the 
ingredients and processes used are 
not as yet in quantity production. 
It is estimated that the use of either 
of these new products by the baker 
will increase the price to the con- 
sumer approximately one cent per 
pound of bread. 

“It is hoped that the baking 
industry will approach the use of 
these improvements through careful | 
commercial experimentation, and in 
so doing arrive at a sound appraise- 
ment of their ultimate value and 
acceptance. 

“Basic advertising claims of the 
increased nutritional values in 
White bread, improved by these 
products, should be limited to those 
as accepted by the Council on Foods 
of the American Medical Associa- 
tion.” 

The same tone is used in connec- 
tion with the discussion of possible 
advertising use further on in the 
brochure, “Outstanding in the va- 
riety of copy treatments which this 
product suggests is the sound scien- 
tific foundation upon which its story 
is built,” says the brochure. “To the 
best of our knowledge nutritional 
claims presented on these products 
are entirely factual. They are pure, 
Straight facts supported by medical 
authority.” 


Suggested phrases and “copy 
appeals which should supplement 
your present proven advertising” 


are included in this section, with 
complete details of the acceptable 
manner in which the American 
Medical Association’s approval ot 


the products may be mentioned. 


Joins Brown & Thomas 


Arthur E. Nelson, formerly with 
Frank A. Richardson—Advertising, 
New York, has been appointed 
issociate art director of Brown & 
Thomas Advertising Corporation, 
New York. He was previously with 
J. Walter Thompson Company. 


Students Handle Ads 


Girl students of the advertising 
class at Russell Sage College pre- 
pared copy, layouts and artwork for 
advertisements of 13 Troy stores in 
the Record, Troy, N. Y., recently. 


Names Atherton 


Ritchie & Janvier, Inc., Bloom- 
field, N. J., pharmaceutical house, 
has appointed Atherton & Currier, 
Inc., New York, to handle its adver- 
tising in newspapers and magazines. 


_ OFFERS ALLOWANCE 


HERES NEWS WORTH “400 
TO EVERY MAN WHO SHAVES ! 
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An allowance of up to $4 on almost an, 
kind of appliance or utensil used in sha. 


| ing, is offered in this Roto-Shaver copy 


running this month. 


Crosley to Expand 
Refrigerator, Radio 
Summer Campaign 


New York, June 6.—An expanded 
summer campaign by Crosley Cor- 
poration for its line of refrigerato: 
and radio sets will be launched 10 
days hence, it was learned here to- 


day. First refrigerator copy will 
break in This Week June 16, and 
the initial radio insertion in Life, 


June 17. 

The campaign will embrace full 
pages in color in national weeklic 
large space copy in key city news- 
papers, color inserts in busines 
papers and direct mail broadsid 
Promotion plans for other Crosley 
divisions are now being developed 

The campaign will be the first to 
be directed by Roy S. Durstine, 
which was appointed agency on the 
account earlier this year. 


| Cleveland ‘Chapter of 


Four A’s Elects 


Leon Hussey, vice-president of 
Fuller & Smith & Ross, has been 
elected chairman of the board of 
governors of the Cleveland chapter 
of the American Association of Ad- 
vertising Agencies, succeeding F 
Carlisle Foster, president of Foste 
& Davies, Inc. 

Others elected to the board in- 
clude vice-chairman W. A. Weaver, 
Griswold-Eshleman; secretary and 
treasurer, Don M. Julien, Foster & 
Davies; H. K. Carpenter, Carpentet 
Advertising Company, and E. J 
Alexander, Fuller & Smith & Ross 


“Railway Age” Issues 
Freight Progress Number 

The May 25 issue of Railway Age 
was a special “freight progress” 
number, devoted to telling the story 
of improvements made in the han- 
dling of freight in recent years by 
American railroads. 

The issue, almost an inch thick, 
contained well over 300 pages. 


‘NEWS 


Your best “spot” 
buy In Baltimore! 


Announcements or programs. 
Write for details or consult 


Edward Petry representative. 


EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


OS EF a yer ae 


es = i a pram a ‘ Fe , | ie ee oe ¢ 2 ra ier amet *¥ sli Sey » al a 
iy me gs ‘ x a ; # . ee , oN ore ; 5 aS , ie 
ae 4 i 3 = DLS oF - ¥ : 5 . uv \ ia ‘ ‘ eee < ae — aa “a : Pi ok . ee ; ; aire. ; J Bene 2 g 
: * = , 
A 
a 
ef r] eC Pe 
A Ee! 
of Z 
a 
e. pe 
aan 
-O tall 
= | PE 
a: eee 
Re ag semees <acse Speremene “: 
joe | “7 . ~ eames _ 
. ~ - a 2 were - 
pS aw co ated OS Oe Ce -s 
ex ue Seah cia Diet Male eines a Dont ome ee eee ee pas 
ers 2 | glee mpl i, — ” 
“oe or nt 6 1Ork wer ve ence te 
>. _ti‘(itsCi*z” nee Sen ES 
w . te & one eno os en ~ 
y A Tact nape ge ee — ane c 
eg pe —e 
prot = a Sa 
ee wee meen eee oe no ate 6 
' = SS 
3 Gn om, | ROTO SHAVER 
— 
a 
a 
oe 
- Po 
7 PO 
0G EE 
ee 
Da 
_ 
} ; pa ; . AR AW x uns ae 
— ‘ ™ = t a, vk ae SANE GEN ant ky Aig RAN ve 5 
wi ls . wy 
vi “ty a s s abit 
‘ . wR oa ey 
| big iN 1 o Es 7 . — 
a a hh ae ‘4 a . r . : a ee “3 an Pay 
> = ae eo 5 i _ 
a J fi af d ee Aguas y\ ‘a ae ey | fa 
4 = . ‘ “a - . a ” c ¥ —_ 
a aa ec — Pn OO Voren . . J 
mn big. x ip as i . Ren rats a oa yall reel he Relig ny . " ¢ 
7 “i eee le ae. = % - . in. i he 
a ae: , = ee Re eae vite a Be Pe ea | 
Ted ¢ ec ier eae oe Ee al <a s wo i “ : ke od : : ei » 
ie: = 7 ee A ' & 4 es - a Sa i , a on 
es os 7 eS ee ; ; ee w oe 
7 i att oo ae Ree, 
i ooe oie a gt eat Cpa) . . fe mS, 
> ‘ os os Sil bio nee eae a t§gh 3 8d ae a” ; ° k 
i ice on 5 , sa : 
A , R . (ae Laat . a : 
6, - ¢,) 
(ne So aa ae 
; OO a 
bat J : (ens 
aa, 3 = 4g : 
: “a e : 
Se, — % : . - wi 
es =e? F; 
= F , = yh 
ef _ v4 
2 . Ae 
* be et? 
a a” 
ee - 
’ ee —.——_ 
, i 
Pe 
i : 7 - 4 - si ae Ce 
ie 
: | 
; “ee "nad 2. = Pe at 
eee ; 4 
zy h i , Be ; 
tay * = - aes 
ees -< Wan In 
(4 a BALTIMORE 
yy ¥ 
’ “ Ma, 
| ee eer—“iéi‘t::sti‘iaw si a ITS 
*& 9 a“ . 
p owe é A! B’ | 
° - ‘i : ae 
SS —— +. SS | ] 
28 . wn 
; = a ; ‘ 
a me? |S = 
Zi 
= 7 ae 
. ee P - “5 
as re 
FSS . ‘ (OS / . v8 7 ak Le ms Re ; ‘ . ‘¢ 4 f y , : : , ' 4 & _ — ” Th Si 
Te ee # Pas 3 ¥ ue Ys mt gt oe » oe ane Soha. aes ae _ ae 4 : at -* - ee, f Pr eh. ‘ a dn Re x : 5 ris < Prat ¥en 0, mt os Bey ar 
- -. Tae a Td gi alten ee or ae ae |) eke. IS es cae SUP heh A ot a # Pe ok oom ona eT Deri... (eee ae Six Salt ive” eh 


Ra yyyyEEEer-—ts”e 


June 10, 1940 


ADVERTISING AGE 


te isin 


— ee ET 


Swe we oe 


tion looms as one of the most vital in all advertising history. 
The world stands at the crossroads, and every marker has 
deep significance for those who must share the destiny of helping 


REGISTER TODAY!. 


SUNDAY 
10:00 a.m. 
Registration of Delegates, Registration Head- 


quarters, Mezzanine Floor, Hotel Sherman. 
Ladies’ Headquarters, Hotel Sherman Penthouse. 


11:30 a.m. 


Welcoming Breakfast “Brunch” for Women 
Delegates. Location not yet determined. 


4:00-7:00 p. m. 
Cocktail Party and Reception — Pump Room 
and Buttery, Ambassador Hotel. 
Entertainment events under the direction of J. Kenneth 
Laird, Young & Rubicam, Chicago, Chairman, Convention 
Entertainment Committee; and Miss Mae McCain, Mae 
McCain Advertising & Art Service, Chicago, Vice-Chairman. 
10:15 p.m. 


Moonlight Sail — S. S. Grand Rapids, leaving 


Navy Pier. 
MONDAY 
9:15 a.m. 


Conferences on Advertising Club Activities, under 
the joint sponsorship of the Council on Advertis- 
ing Clubs, Philip J. McAteer, Boston, Chairman, 
and of the Council on Women’s Advertising 
Clubs, Aubyn Chinn, Chicago, Chairman. 
Public Utilities Advertising Association, Palmer 
House. 
National Association of Broadcasters, Sales 
Managers Division, Hotel Sherman. 
Newspaper Advertising Executives Association, 
Hotel La Salle. 

12:15 p.m. 


OPENING GENERAL LUNCHEON 


Grand Ball Room, Hotel Sherman 


Theme of the Session: Advertising’s Contribution 
to the American Way of Living. 

Norman S. Rose, President, AFA, Advertising Manager, 
Christian Science Monitor, Boston, Chairman. Paul Garrett, 
General Chairman, Convention Program Committee and 
Vice-President, General Motors Corporation, Presiding 
Keynote Address, Mason Britton, Chairman of the Board, 
Advertising Federation of America, Vice-Chairman, 
McGraw-Hill Publishing Company, New York 

From the Standpoint of the Advertiser. Speaker: Paul Hollis 
ter, Vice-President, in charge of publicity, R. H. Macy & 
Co., New York 

From the Standpoint of the Consumer. Dr. Alice Keliher, 
Director, Commission on Human Relations, Progressive 
Education Association 

From the Stand point of Industry. Speaker: Richard H. Grant, 
Vice-President, General Motors Corporation, Detroit 


Presentation of the Josephine Snapp Award 
7:30 p.m. 
ANNUAL BANQUET AND BALL 
Grand Ball Room, Hotel Sherman 


Speaker: General Hugh S. Johnson 


TUESDAY 
9:15 a.m. 


Nine departmental meetings will be held under 
the sponsorship of several affiliated national adver- 
tising groups, and others, including the following: 
Public Utilities Advertising Association — Direct Mail 
Advertising Association — Financial Advertisers’ Asso- 
ciation — Newspaper Advertising Executives Association 
—National Industrial Advertisers Association— National 
Association of Broadcasters, Sales Managers Division — 


Chairman of the Exhibit Committee is 
H. K. Clark, western manager, The New York Sun; 


Vice-Chairmen, Mercedes Hurst 


(Commonwealth Edison Company) and 


Norman C. Green 


(Crowell-Collier Publishing Company) 
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ADVERTISING’S CONTRIBUTION TO 
THE AMERICAN WAY OF LIVING 


To every advertising man and woman, this year’s AFA Conven- 


direct our future way of life. This direction is part of the mission 
of advertising ... it is implicit in the idealism that motivates 
the profession. To be informed, to be ready, to produce is your 
job... your job made easier through the AFA Convention. 


PARTICIPATE IN THIS GREAT PROGRAM! 


Outdoor Advertising Association—Premium Advertising 
Association—National and Retail Advertising Conference 
(Arranged by Advertising Managers Club of Chicago) 


12:15 p.m. 
Luncheon under the sponsorship of the News- 
paper Advertising Executives Association, Hotel 
La Salle. Speaker: H. G. Moock, Vice-President, 
Plymouth Motor Corporation, Detroit. 
Luncheon sponsored by the Industrial Adver- 
tisers Association, Grand Ball Room, Hotel Sher- 


man. Speaker: Raymond Moley, contributing 
editor, Newsweek, New York. 


2:15 p.m. 
Departmental meetings as listed above will be 
continued throughout Tuesday afternoon. 
NOTE: All departmental meetings will be held at Horel 
Sherman with the exception of the Newspaper Advertis- 


ing Executives (Hotel La Salle) and the Public Utilities 
Advertising Association (Palmer House) 


3:45 p.m. 
Tea and Fashion Show for the ladies of the con- 
vention, Wedgewood Room, Marshall Field & 


Company. 
8:30 p. m. 


Cabaret and Night Club Party, sponsorship, 
National Association of Broadcasters, Sales 
Managers Division, William R. Cline, manager, 
Station WLS, Chairman, Grand Ball Room, 
Hotel Sherman. 


9:15 a.m. 
Many ot the departmental meetings will be held 
also on Wednesday morning. 
Joint Conference on Advertising Club Activities, 
sponsorship, Council on Advertising Clubs and 
Council on Women's Advertising Clubs. 


12:15 p.m. 
GENERAL LUNCHEON SESSION 


Grand Ball Room, Hotel Sherman 

Norman S. Rose, AFA President, presiding 

New Wants and New Jobs.”’ Speaker: Colonel William 
Chevalier, publisher, Business Week, New York 

Advertising — an Essential to Economic Freedom.’ 
Speaker Elisha Hanson, General Counsel, American 
Newspaper Publishers Association, Washington 
Presentation of the Advertising Age Awards, 

3:00 p.m. 

The General Luncheon Sessionwill be followed by 


the Federation’s Annual Business Meeting, for 
the election of directors, making of reports, etc. 
4:00 p.m. 

Ox Roast, direction, CFAC’s Ox Roast Com- 
mittee, George L. De Beer, advertising manager, 
Bauer & Black, chairman. Transportation to Ilg- 
Air Park will be provided all convention registered 
delegates from Hotel Sherman. 


THURSDAY 
Exhibitors’ Day 


An Advertising Exhibit will be one of the con- 
vention features. It will be displayed in the ex- 
hibit hall adjoining the Sherman's Grand Ball 
Room, will open on Sunday and continue 
throughout the period of the convention, with 
Thursday featured as Exhibitors’ Day. Invitations 
to the Exhibit will be provided the exhibitors to 
send to their customers and prospects. 
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ADVERTISING AGE 


New Business 


Job for Everyone, 
Bankers Told 


Boston, June 6.— Proving again 
that the sale of banking services is 
one of the most highly specialized 
jobs in existence, the efforts of 
financial institutions to apply the 
quota idea to new business depart- 
ments have generally resulted in 
losses, Ray A. Ilg, vice-president, 
National Shawmut Bank, Boston, 
told the business development and 
advertising conference of the 
American Institute of Banking 
yesterday. The reason is that such 
business is usually of a short-term 
nature. Even “special drives” are 
profitless, Mr. Ilg asserted. 


Welcoming the Newcomer 


He expressed the conviction that | 


every employe of a bank should be 
a real salesman for his organization 
and said that if a spirit of loyalty 
is inculcated by senior officers, this 
end may be achieved. One of the 
most important steps is to give the 


| to help the employe orient himself, 


|but many such pamphlets, Mr. Ilg 
| feels, frighten, rather than help. 

| If the president of the bank pens 
|a personal note to accompany the 
| booklet, however, an altogether dif- 
\ferent impression is made. Such a 
|note might run like this: 


| Suggested Note 

| “Dear Miss Smith: Now that you 
are one of us, it gives me real pleas- 
ure to extend a hearty welcome to 
|}you. This little brochure is in- 
‘tended to be something more than 
la lot of ‘do’s’ and ‘don’ts.’ It is 
given to you to help you become 
| really acquainted in your new 
| home. We are proud of our insti- 
| tution, its history, its service to the 
public and of everyone connected 
with the bank. That is why we 
want you to share with us this feel- 


ing of loyalty and its resultant good | 


fellowship one with another.” 


fully written and provide the maxi- 
|mum of information if it is to be of 
value, Mr. Ilg said. 

Second in such a program is to 
encourage joint meetings of officers 
jand employes at which mutual 
|problems may be discussed. The 
real purpose of such 


should be explained to enable 


meetings | 


business program by giving them | 


more information. 
Mr. Ilg told how one bank uncov- 


ers subjects for discussion at such | 
A questionnaire is pre- 


meetings. 
pared covering every phase of the 
work of one department and em- 


ployes are then asked to write the | 


answers to the questions before the 
meeting is called. The responses 
are checked, and wherever a differ- 
ence of opinion appears, those ques- 
tions are chosen as the ones to be 
discussed in the open meeting. 
When an employe is called upon to 
defend his opinion, he is asked to 
icite an actual experience. 
Encourage Debates 
The third point in this program, 
Mr. Ilg said, is to encourage em- 
ployes to take up public speaking 
and debate work. The chief advan- 
tage is not to teach the employe to 


| think rapidly, but to enable him to 
The booklet itself must be care- | refute illogical arguments in a sound 


and diplomatic manner. Debate 


|teams should be formed in every 
| bank, Mr. Ilg asserted. 

| Finally, he said, bank workers 
|should be taught to regard their 
| jobs as a profession. The Fort 
Worth National Bank succeeded so 
well in this respect that R. E. Har- 
ding, president, received a letter 


new employe the right perspective. |employes to shoulder their share of | from an office boy telling how much 
Many banks have booklets designed | the responsibility in the bank’s new | he enjoyed working in “our bank.” 
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wstomers ! 


Box-car numbers figure prominently in almost any conversa- 
tion about Sears, Roebuck & Company. 7,000,000 big catalogs 
per season — 10,000,000 mail order customers — 40,000,000 
orders a year—a gross income of $657,000,000! 


Any business which has had so many years of outstanding 


success might be expected to fall 


into fixed patterns of oper- 


ation. But not Sears. An inquiring attitude toward methods 
and activities is a conspicuous attribute of the management. 
To this attitude we owe the privilege of working with Sears 
on the preparation and production of sales promotional mate- 
rials used to determine the responsiveness of various con- 


sumer groups. 


We welcome inquiry from advertisers having this attitude 
of healthy skepticism toward their present promotional pro- 
grams. Consultation sometimes discloses untapped sources 


of possible sales, or suggests 


new and more effective 


methods of cultivating known fields. 


To advertising agencies we suggest the use of our facilities 
and experience in producing printed promotion for clients. 
You may draw upon the services listed at the left according 


to the needs of the occasion. 


Buckley, Demeod ¥ Ea. 


L300 Jackson Roulevard, Chicago ° Telephone e Vonroe 6/00 
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! 
price, saving money for the eventua] 
| customer. 


| Program for G-E 


From existing surveys on label- 
ing, Mr. Roemer decided that the 
| facts requested by a large majority 
jare those having to do with in- 
‘structions on cleaning and care o; 
use. Using the surveys as a basis. 
he has drawn up the following pro- 
gram: 
| 1. To inform the salesman of e; 
sential product characteristics anc 
resulting customer benefits. 

2. To inform the customer of th; 
/same characteristics and benefits. 

3. To inform the customer how to 
/use and care for the article. 
| 4. To inform the customer of the 
proper price. 
| 5. To transmit the guarantee. 
| 6. Toinsure utilization of the ma- 
terial by the dealer, and to keep 
such material with the product in 
| the store. 
| 7. To produce belief in the litera- 
\ture through reference to accepted 
organizations. 
advertising of Independent Grocers’ | 8. Installation instructions. 

Alliance, Chicago. | 


‘Label Your Labels’ 
ls Counsel of 
General Electric 


Many Receive Scant 
Attention, Roemer's. 


Howard R. Gerhard, 


named director of merchandising and 


who has been 


Gage Publication 
Runs Design Contest 


The sixth annual product design 
contest, offering cash awards of 
| $1,000 for the year’s best designs of 
/electrically operated machines, ap- 
pliances or equipment, was an- 
nounced in the June issue of Elec- 
trical Manufacturing, published by 
|Gage Publishing Company, New 
| York. A recent item about the com- 
| petition gave the name of the spon- 
soring publication incorrectly. 

The competition closes Aug. 12, 
and four awards of $250 each, plus 
Study Indicates |framed certificates of award, will 

be given to the winning companies. 
en 4 | Manuscripts of between 2,500 and 

New York, June 4.—The manu- | 3500 words describing a new or re- 
facturer should determine what the | designed electrically operated prod- 
customer wants to know about his| yct are called for. 
product. He should then analyze} as 
his labeling program and make sure . 
that it fits those needs. Finally, he | Appoints N. J. Mahoney, Jr. 
should label his labels prominently,| Nicholas J. Mahoney, Jr., adver- 
so that even his critics will realize| tising manager of the Cape Cod 
that he is doing an honest job of | Standard-Times, _Hyannis, Mass., 
informing the public. |has been appointed advertising 

These are the conclusions of J. G. ee ta ] the Standard-Times and 
Roemer, of General Electric Com- Mercury, New Bedford, Mass. Ed- 


mund G,. Otis, display advertising 


pany, who, inspired by the clamor 


made a thorough study of G-E labels 
and the literature packed with its 
appliances. He decided that most 


|veloped gradually and are in need 
‘of re-examination and_ revision. 
Despite this fact, many companies 
| have gone much farther with infor- 
|mative labeling than even they 
themselves realize. They have natu- 
jrally negelected to tell the public 
| about it. 


for adequate consumer education, | 


product labeling programs have de- | 


manager of the New Bedford Stand- 
ard-Times and Mercury, assumes 
|_Mr. Mahoney’s post in Hyannis. 
Charles L. Nicholson, business man- 
ager, has been directing the adver- 
tising for the New Bedford papers 
during the past year. 


AFA Lists Ad Books 

| A cumulative supplement for 
1935-39 entitled ‘Books for the Ad- 
vertising Man, a Classified Bibliog- 
raphy on Advertising, Marketing 
and Related Subjects,” has been is- 


sued by the bureau of research and 
education, Advertising Federation of 
| America. 


Labels Need Stopper 


| In the case 
|Mr. Roemer 
division are 


of General Electric, 
and the advertising 
now concentrating on 
|some plan which will attract the 
customer's attention to the com- 
pany’s labels and their message. It 
may take the form of collecting all 
material now packed with an appli- 
ance into one container and caption- 
ing it, “What every consumer ought 
to know about this product.” Also 
being considered is some method of 
teaching dealers and salesmen the 
value of the many labels 

Mr. Roemer’s study taught him 
that the consumer does not want to 
know all things about all products, 
since such complete education be- 
comes an absurdity. The second 
discovery was that the customer 
does not want to know the same 
things about all products. Facts per- 
taining to the material content of 
silk stockings or blankets may be 
desirable, whereas’ similar facts 
about electrical appliances are ir- 
relevant or actually harmful. 


In Building 


from manufacture 
to application ~ 


Cites Steel Example GROUP of publica- 


4: a ; 
In substantiation of the latter, Mr nlons responsive 
Roemer cited the case of the steel every trend in building 
used by some manufacturers of Reporting, interpretin 
small devices. “Cold rolled seconds” advising creating. Poolina 
sounds like an inferior product; industry-wide contacts 

actually, it is prime steel for the 


form a uniquely effectiv 
publishing unit. 


INDUSTRIAL PUBLICATIONS, INC. 


59 E. VAN BUREN STREET, CHICAGO 


job, deriving its name from the fact 
that the fabrication of automobile 
bodies from huge sheets of steel 
leaves smaller strips that can be sal- 
vaged by the mill and sold to small 


device manufacturers at a lower 
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x ROTO PICTURES LIKE THESE ATTRACT 80% MEN READERS sah 


Roto Gets Readership Second Only to Page One 


Because There’s Something for Everybody in Roto Sections 


Your ADVERTISING is exposed to the maxi- 
mum number of potential newspaper reader- 
customers when it's in the rotogravure picture 
section! For proof of this statement, write us for 
an analysis of the surveys of newspaper reader 
traffic conducted under the well-known Gallup 


method. These surveys conclusively prove that 


tcl Kotoplats Hype: 


rotogravure is second only to page one in news- 
paper reader traffic.* That's why we say: Count 
the Readers Per Dollar Instead of Lines Per 
Dollar—Then You'll Go Roto, Too! And remem- 
ber, your advertising in roto becomes part of a 
quality atmosphere which naturally is associated 


with your product — giving it added prestige. 


THE NATIONALLY-ACCEPTED ROTOGRAVURE PAPERS 
Manufactured by 


In rotogravure sections you can cover better 
than one out of every two homes in the nation. 
Or you can use roto’s tremendous power to 
increase sales in a single city, area or zone. 

For more information, write Kimberly-Clark 
Corporation, 8 South Michigan Avenue, Chicago. 
We maintain a research, service and statistical 
department for the convenience of advertisers 
and publishers. There is no charge for our service. 

*Based on a continual analysis of reader 


traffic in 21 different papers in 17 key cities. 


Write Kimberly-Clark for free ——— 
book on rotogravure adver- GALLUP Method 
tising. It presents the findings of mn aa 


Gallup Method and 


other valuable information for 


surveys, 


advertisers and publishers. 


Proof of the Power of ROTO 


ROTO 


4 KIMBERLY-CLARK CORPORATION 
| Established 1872 — Neench, Wisconsin 


Los Angeles, 510 W. Sixth Street 


New York, 122 E. 42nd Street 


Chicago, 8 S$. Michigan Avenue 
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BOBBEE 


Irs coop BUSINESS to give your direct mail advertising, 
booklets and catalogs the same quality appeal that attracts 
millions and millions of newspaper readers to the roto- 
gravure sections. In virtually countless instances rotogravure 
printing has proved its power to get added reader interest 
— and added reader interest in your advertising obviously 
should result in more sales of your product. Furthermore, 


rotogravure printing in thrilling natural colors or rich mon 


fect Lotoplate 


More Attractive Printing 
Means More Readers — 


More Readers 
Mean More Sales — 


otone creates a quality impression exclusive to itself, a 


quality impression which the reader automatically and imme. 
diately associates with your product!... 

You are invited to call in a Kimberly-Clark rotogravure 
man for any help you may need in preparing material for 
rotogravure. There is no charge for this service, which is 
available to you at each of our offices. If you prefer, write 


for advice and samples of these famous rotogravure papers 


Remember, paper plays a vitally important part in the effectiveness of rotogravure —choose it carefully ! 
Compare the nationally-accepted rotogravure papers made by Kimberly-Clark Corporation, listed 


CS ee es a 


i= 
~~ 


Kimberly-Clark Corporation 


above. They come in wanted weights and sizes to suit your requirements, to meet your budget. 


Rin 


Established 1872 —Neenah, Wisconsin 


New York Los Angeles Chicago 
122 East 42nd Street 510 West Sixth Street 8 Sovth Michigan Avenue 
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ADVERTISING AGE 


Glass Banks Sell 
Ss, O. of Penn. Gas 
with Thrift Copy 


Pittsburgh, June 5.—A glass block 


which a workman in the Pitts- 
purgn-Corning Glass Works, Alle- 
gheny, Pa., had fashioned into a 


penny bank for his children, is 
following a lively promotion trail 
that is reported to be doing a real 
selling job for Standard Oil of 
Pennsylvania. 

When a salesman for the 
| Plate Glass Company, outlet 
for Pittsburgh-Corning, sold an 
initial order of 20,000 of the glass 
panks 
event was followed by a sickening 
pause in W hich there was consider- 
able scoffing at the idea that any- 
pody would pay good money for one 
of the banks. Finally they were 
shipped to Standard Oil of New 
Jersey at Newark, hoping it had a 
nice parking place for a herd of 
20,000 white elephants. Three days 
later Newark asked for 40,000 more 
and the order was doubled a day 
later. A half million of the banks 
have been distributed in Pennsyl- 
yania to date with only 30 per cent 
of the S. O. dealers participating. 

The banks are distributed to 
dealers on Standard’s 50-50 adver- 
tising plan and the dealers can do 
anything they want to with them. 
The name “Esso” is etched in the 
glass and the advertising message 
about thrift is carried on a strip 
circling the outside of the bank. 
Some novel merchandising ideas 
have been developed by 
One displays them marked “98c- 
Special” but when a customer ap- 


Pitts- 


}izing vitamin 


to S. O. of Pennsylvania this | 


B-1 Beverage Company 
Formed in St. Louis 

The B-1 Beverage Company 
been formed in St. 
“e131” 


has 
Louis to make 
extracts and franchise their 
use in the carbonated beverage 
field, following two years of re- 
search to develop methods of stabil- 
B-1 in soft drinks, 
conducted under the direction of 
Dr. Andrew G. Klein, St. Louis 
physician. 

Earle A. Meyer, formerly with 
Thompson-Koch Company, Cincin- 
nati, and J. Walter Thompson Com- 
pany, Chicago, is president of the 
company. Sam P. Judd Agency, St. 
Louis, will handle the advertising. 


Kurlash Appoints Casey 

P. R. Casey has been made vice- 
president in charge of sales for the 
Eastern Division of the Kurlash 
Company, Rochester, N. Y. A new 
office has been opened at 545 Fifth 
avenue, New York, from which he 
will direct sales. Donahue & Coe, 
New York, has the account. 


Brown Agency Moves 


The E. H. Brown 
Agency is occupying temporary 
offices on the 18th floor of the Mer- 
chandise Mart, Chicago, until new 
Sth floor offices are ready. 


Nielsen Names Two V. P.’s 

William Bradford Perrin and 
Jesse M. Teague have been elected 
vice-presidents of A. C. Nielsen 
Company, Chicago, market research 


| organization. 


dealers. | 


pears interested the dealer tells him | 


he can have one for nothing if he’ll 


give a card to his neighbor and the | 


neighbor comes in for a grease job. 
One small town dealer 


using large | 


quantities of the banks was found | 


to be reaping a nice profit by dis- 
tributing them to other stations. 
Really large distribution of the 
banks began when the “Esso Re- 
porter’ began telling the radio audi- 
ence about them four times daily. 


Gas Tax Revenue 


Pays $816,433,000 
to States in 1939 


D. C., June 5. 
the foot throttle in 


Washington, 
ping on 


Step- 


ets of motorists into the exchequers 
of the 48 states, according to reports 
just released by the United States 
Public Roads Administration. About 
me-fourth of all revenue received 
by the states last year came from 
this tax. 

The six leaders and their gas tax 
receipts were: New York, $69,693,- 
000; Pennsylvania, $59,584,000; 


1939 | 
turned $816,433,000 from the pock-| 


Ohio, $50,466,000; California, $49,- 
95,000; Texas, $45,189,000, and| 
Illinois, $39,000,000. Nevada paid | 


the smallest amount with $1,336,000. 

Gasoline tax revenue has shown 
fonsistent increases, the 1939 collec- 
tons being $49,580,000 more than in 


1938 and $298,238,000 more than in 
1933, 


New York Printers 
Re-elect Riecker 


_ William F. Riecker, president of 
“nz & Riecker, Inc., was re-elected 
resident of New York Employing 
‘tinters Association at the annual 
neeting. Other re-elections were 
Senjamin Pakula, Bryant Press, 
‘ne, vice-president, and Charles E. 


bers, James F. Newcomb Com- 
vany, treasurer. John Erhardt, 
Sarr-Erhardt Press, Inc., was 
‘ected secretary. 

Thi year the Association cele- | 


wates its 20th anniversary. 


Times” Shifts Staff 


*parate department to handle | 


: tment store advertising has 
~en cstablished by the New York 
mes. Harry Jenkins is in charge 
All other retail advertising will 
“Main in the retail department, 
“y- by H. D. Stewart. George 
": Ockes has been named display 
Wane ed manager, with George A. 
ony ontinuing as assistant man- 


f the department. 


Advertising | 


DUMB ANIMALS TURN VOCAL 


on.theres mer 


WEN YOULL ave G 


DARN DO aa : 


vel 


Te 1S ASLOSI 


OrSC 


Animal 


New York, 
the animal k 
glamor girls ; 
he-men, 
vertising roles 
writers rack t 


ruped convers 
Whether 
desire for 


ERY Gh 


BETTER TELL YOUR BOSS ABOUT 
MILK-BONE. ITS BEITER THAN EVER! 


| @ © you weet t we poe toy 
rght oped and fullof gen see thet 
he ae" ccowntinl food elements, 


Grated yeast  growmnd whtote wheat 
Wiest gre, soy Geen oll mest 


Conversational animals are having a vogue in current advertising copy. 


| subtle 
years a day 


take to its bos 
anatomy whil 
door to pract 
school. 
Current 
mal philosoph 


cuit Company, 


Lending Point 
to Much Copy 


are being cast in major ad- 


the switch 
a change of pace or to a 
indictment of a 
| that is moving backward a thousand 
is not clear, 
trend continue 


copy 


by Socony-Vacuum 
Borden Company 


Cracks 


June 5 
ingdom, rather than 
ind broad-shouldered 


these days as copy- 
heir brains for quad- 
ation that clicks. 

is due to a 


“civilization” 


but if the 
s advertising art will 
om experts in animal 
e showing the back 
itioners of the Petty 


that features ani- 
y is being sponsored 
Oil Company, 
and National Bis- 
among others. 


Dunphy Joins Cresset 


Edward J. 
Western 
York, 


New 


Award for WFIL 


The “Arts in Philadelphia” 
has been presented to WFIL, Phila- 
delphia radio station, “in recogni- 
tion of outstanding accomplishment 
in the advancement of radio broad- 
casting as an art form.” 


award 


Flanter Moves 
Adrian James Flanter and Asso- | Doody’ Ss New Post 


ciates, New 
handle general 
moved to 
Fifth avenue. 


York agency, 
been specializing in radio, 


larger 


quarters 


which has | 
will now 
advertising and has 
545 | Palmer 


at 


Dunphy, 


formerly with 


spaper Union, New 


has joined the Cresset Com- 


| pany, New York, in a sales capacity. 


Dan 
| newspaper 

joined the si 
& Co., 


Doody, 


veteran Chicago 
representative, has 
iles staff of Bligh- 
Chicago public rela- 


tions counselor. 


it 
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Evidently national spot advertisers are eager to be on 


hand in WEEl-land again this summer. They have 
already contracted with WEEI for 49°. more midsum- 
mer advertising than in 1939—75% more than the 


<—- 


ae 


mt 


« nes 
—_ 


average for the last three years. 


They buy wisely. For New England is a famous Mecca 
for vacationers. Three million recreation seekers vis- 
ited us last year. We expect more this year. And more 


of them will come to WEEI-land. 


Two-thirds of all New England’s vacation properties 
are concentrated in the WEEI listening area... 
Boston plus twenty-seven just-as-important outside 
counties with 5,000,000 year-round population. (Only 
WEEI offers top popularity in both halves of this rich 
market.) That's why, last summer, 53 successful adver- 


tisers used WEEI to sell this rich bonus market. 
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June 10, 1949 


Oklahoma Plans Drive 
for Industrialization 


O. H. Lachenmeyer, publisher of 
the Citizen, Cushing, Okla., has been 
made chairman of a committee to 
handle publicity for a campaign by 
the Oklahoma Development Council 
to foster the industrialization of the 
state. Newspapers, radio and out- 
door will be used. 

Assisting Mr. Lachenmeyer will 
be King P. Aitken, Alva; E. W. 
Smartt, Oklahoma City chairman of 


Utilities Plan 
Busy Two Days 
at Chicago Meet 


Chicago, June 4.—A two-day pro- 
gram is planned by the Public Utili- 
ties Advertising Association for its 
annual convention here June 23-27. 
E. Keith Hartzell, advertising man- 
ager of the East Tennessee Light & 


| os | 
vertising management wants from 


sales executives.” 

Howard Weeks, Consolidated Edi- 
Company of New York, will 
give the history and development of 
the PUAA, and T. H. Spain, adver- 
tising manager of Public Service 
Electric & Gas Company, Newark, 
N. J., will give the report of the 
better copy committee and announce 
prize winners in the 1940 contest. 
Walter W. R. May, director of public 


son 


NEW APPROACH 


petter dressed 
Sut ea 
stlerock 
- ey 


PACA Promised — 
Great Show 
Despite War 


Vancouver, B. C., June 5. 
ardor undiminished despite the 


the state board of affairs, and T.| power Company, Bristol, Tenn.-Va irelations of the Portland General favorable trend of events across the 

Elmer Harbour, Muskogee. R. L. satelite at ie public utility Electric Company, Portland, Ore., water, Vancouver is laying ela. 
- , Ss = , 4 ‘ " . oe P : for . - 

Crutcher, McAlester, is president o E will talk Tuesday afternoon and rate plans for the annual conven: 


the council. 


] & L Appoints 
D. J. Henecker and C. E. Kendall 


group. 

The address of E. J. Doyle, presi- 
dent of the Commonwealth Edison 
Company of Chicago, will mark the 


| officers will be elected. All sessions 
| will be at the Palmer House. 


of the Pacific Advertising C)ybs 
Association July 7-11. The Adver- 
tising & Sales Bureau of the \ 
couver Board of Trade will be 


v have been appointed assistant man- Pag - the public ka ten, American Enka Expands cial host and it is enlisting virtu ly 
é agers of wire products sales for Jones | "85 “tonday morning, June <4. Fol-~ : the entire business community 
i & Laughlin Steel Corporation, Pitts- |lowing Mr. Doyle will be R. W. Promotion Program Aa 


burgh, with Mr. Henecker in charge 
of wire rope and Mr. Kendall in 
charge of wire and_ galvanized 
sheets. The wire rope sales divi- 
sion has been consolidated with the 


| Queen-Hughes, assistant manager of 
|publicity, Winnipeg Electric Com- 
pany, Winnipeg, Canada, and N. W. 
Shefferman, Sears, Roebuck & Co., 
| Chicago. 


American Enka Corporation, Enka, 
N. C., producer of Enka rayon yarn, 
|plans an enlargement of the institu- 


| tonal program begun last September | 
in the preparation of its fall sched- | 


make the visitors at home. 

Norton W. Mogge, Seattle agency 
head and president of the adv: 
ing club of that city, also i 
operating closely. Mr. 


Mogge has 


ogg ge me ‘ule. Advertisements will appear| _ . male ar announced appointment of the fo]. 
i Ba eng aa as ee blo Tuesday morning and afternoon|each month in Harper’s Bazaar, One of a series of newspaper advertise- lowing chairmen of group meetings 
ucts pee duets 'speakers will include Ada Bessie | Mademoiselle, The New Yorker and| ™ents developed for Roos Bros., San gs, 


|Swan, director of the home service 


| Vogue with each advertisement fea- 


Francisco men’s store, by Lord & Thomas. 


always a salient feature of 


convention: 


the 


° ° | center re Cc ‘on:| turing some place, occasi - eve The sketches are made at local gather- ; 
Taylor to Union Oil hoe pawn ponents mind Hy ae ion itnportance SVE"! ing places, and the description of each | Public relations, Walter W. R 
Lord & Thomas, Los Angeles, an- Electric Institute: Prof. Clyde Be-| The Enka Rayon Fashion Ap-| Piece . ee vy the -y weeg hong ae Portland General _ El tric 
nounces the resignation of David) 4.1) Northwestern University; G. B proved tag, featured in all Enka it can be — e “4 y hed oos Bros. ompany; outdoor adv ertising H. 
Taylor, producer of the Union Oil soot siesueenien Saisie Ratt Rayon advertising, is placed on| asterocks at $30. 'W. Brown, Pacific Outdoor Adver-. 


Company’s radio program to join 
the oil company’s public relations 
department. 


Company of Colorado. Several will 
join in a symposium on “What ad- 


clothes or fabrics which have passed 
the requirements of the Enka Fash- 
‘ion Approved Plan. 


Fear Cigaret 


|tising Company, San_ Francisco: 
radio, H. Feltis, Totem Broadcasting 
Company, Seattle; public utilities. 


a * J. Harvey Leach, Puget Sound 

Buyers Strike Power & Light Company, Seattle: 
, : —<™. : is club management, Jack Leather- 
| = + out = in Tax Boost man, Sacramento; advertising agen- 


Washington, D. C., June 5.—The 
| proposal to increase the federal tax 
|on cigarets from six to seven cents 


cies, W. H. Horsley, Seattle: news- 
paper advertising, Lloyd L. Sparks. 
San Francisco; graphic arts, A. R 
Smith, Oakland; direct mail, Emily 


a package of 20 has aroused specu- | 
| lation whether the upsurge of taxes 
|on ready-made cigarets might not 
~ |be near the point where a buyers’ 
—_— | strike is perilously close. With an- 
| nual cigaret sales now in the neigh- 


Rosine, Los Angeles; junior clubs. 
Walter Burke, San Francisco 


Irons Directs Contest 


The three-minute speaking con- 


dt soe 


building. Orders 


is most convenie 


Polk & La Salle Streets 


tion of Printing—from the prepara- 
tion of copy to the mailing or ship- 
ping of the completed job—are 


housed in this modern, fire-proof 


be handled efficiently and promptly. 
Located within easy walking dis- 
tance of Chicago's Loop district, it 


drop in at our office and discuss 


their printing plans with us. 


PRINTING PRODUCTS CORPORATION 


ew 
HHUHEBUEE 
poppy ee) 


OUR PLANT AT 124 WEST POLK STREET 


A Center of Printing Activity 


Complete facilities for the produc- = 


let, 


of any size can 
the 


hig 


nt for buyers to to 


@ @ Every piece of printing 
produced in our planf is 
carefully supervised. 
a Catalog, Publication, Book- 


of advertising literature, from 


each is handled by men with 


years of experience in the 
We welcome an opportunity 


your next job of printing. 


Be it 
Broadside or other form 


very first step to the last, 


hest standard of quality. 


cooperate with you on 


CHICAGO 


| borhood of 180 billion units, the 
government would hope to garner 
$90,000,000 a year additional reve- 
nue by hiking the tax one cent. 
Up until this year 26 states had 
added their own taxes to those of 
the government, ranging from one 
ito five cents a package. When 
Massachusetts and New York added 


a two-cent tax there was wide-| 


of cigarets from neighboring states 
becoming a common practice. 


either one of two outs or both as 
a protest against continued tax in- 
creases. He either can save by 
rolling his own, a _ practice most 
common in the West and South, or 
he can switch to a pipe, a_ step 
which, it is claimed, already is 
under way. 


Cleveland Golf Group 
Has First Meet 

Advertising men from New York, 
Chicago, Detroit, St. Louis and Pitts- 
burgh were among the 70 golfers 
who teed off at the first of the year’s 
tournaments of the Cleveland Ad- 
vertising Golf Association recently. 

Maxton R. Davies, vice-president 
of Foster & Davies, Inc., is president 
lof the association. Other officers and 
governing members are Clay Reely 
land E. J. Alexander of Fuller & 
|\Smith & Ross: P. C. Sowersby, Gen- 
leral Electric; M. H. Boynton, Curtis 
|Publishing Company; S. A. Lewis, 
| Griswold-Eshleman Company; D. M 
|Julien, Foster & Davies, Barclay 
|Meldrum, Meldrum & Fewsmith: 
i\Norman E. Olds, Perfection Stove 
|Company; John F. Patt, WGAR; and 
|Don Stratton, National Broadcasting 
Company. 


Glenmore Changes Ads 
| Glenmore Distilleries 
| Louisville, Ky., is changing its ad- 
| vertising and merchandising pro- 
gram to introduce its four-year-old 
bonded whisky. The label and con- 
tainer have been redesigned. 


Company, 


Maddrell to Voll 


J. Elwood Maddrell, formerly on 
the commercial staff of Station 
WOC, Davenport, Ia., has joined 
the Voll Advertising and Sales Serv- 
ice in Madison, Wis. 


Appoints Continental 

| Continental Advertising Service, 
| Los Angeies, has been appointed to 
handle the advertising of Kingsley 


| Gold Stamping Machine Company. | 


wa, P* ittee 
spread resentment, the importation | Committee. 
ent Bureau head, Leon Shelley, M: 


test, probably the highlight of the 
convention, will be directed by Vol- 
ney Irons, Benison Advertising 
Agency, Vancouver. The club 
achievement committee will work 
under the chairmanship of Fred 
Tomasche, of Oakland. 

Reg M. Dagg, former chairman of 
the Advertising & Sales Bureau 
chairman of the general convention 
Working with the pres- 


Dagg has completed the entertain- 


There looms, too, the possibility |™ent schedule, which will make even 
that the cigaret smoker may take | the sophisticated PACA gasp 


lighter side of the convention will 
range from a drive to the top of 
Grouse Mountain to a visit to a rac 
track, which has dubbed one sprint 
the PACA Handicap. 


Great Western to Ray 


Great Western Building and Loan 
Company, Los Angeles, has ap- 
pointed Howard Ray Advertising 
Agency, Los Angeles, to handle its 
account. Newspaper, direct ma 
and possibly radio will be used 


Reisman, Hill to Agency 


J. M. and An: 
formerly »ub- 


Reisman 
with 


George 


Hill, Crowell Pu 


\lishing Company, have joined Ac- 


vertising Bureau, Inc., Boston Ol- 


fice, as account executives. 
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DISPLAY IDEAS 


BY CRYSTAL 


COMPLETE SERVICE 


UNDER ONE ROOF 
COUNSEL - DESIGN - FABRICATION 


CRYSTAL MFG. CO. 


cHICAGO + NEW TORE 
1725 Diversey Blvd. 7 East 42nd 
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For Normal Marketing Activities 


Every American manufacturer 
will regard participation in 
the national defense program as a 
patriotic duty. The of the 
country for equipment, materials 
and supplies to strengthen our de- 
fenses are paramount, and will be 
given priority over all other de- 
mands. American industry will 
thus be geared specifically to the 
production in the required quanti- 


active 


needs 


ties of all the products needed to | 


build up our military, naval and air 
power. 

That having been said, it should 
be added that manufacturers should 
realize that government busi- 
based on defense needs does 
not represent a normal market, but 
an exceptional situation which it is 
to be hoped will change with the 
stabilization of world affairs. In 


also 


ness 


other words, besides contributing to | 
the necessary work of national de- | 


fense, business must continue to 
maintain its markets and to hold 


consumer acceptance so that there 


will be no loss of position after the 
crisis of national defense has been 
successfully met. 

While manufacturers of indus- 
trial equipment and materials are 
chiefly concerned with doing their 
share to build up the nation’s arma- 
ments, practically all industry is 
called on to furnish the supplies 
necessary for carrying on a success- 
ful program of national defense. 
Hence many manufacturers outside 


the ordinary range of war materials 
will find that a part of their pro- 
duction needs to be allocated to the 
requirements of the 
That additional volume should not 
obscure the necessity for the main- 
tenance of normal marketing ac- 
tivities. 

A particularly good reason for not 
“neglecting the general consumer is 
the practical fact that the defense 
program is likely to 
/placement of orders on a cost plus 
Government 
not approve the inclusion of 
and advertising expense in 
|lating the distribution 
| overhead against U. S. 
ithe extent that government busi- 
ness becomes an important part of 
production, and advertising 
activities tend to be restricted. 

American manufacturers who 
participated heavily in war produc- 
|tion in 1914-1918, first for the allies 
and later for our own government, 
recall what happened to their sales, 
advertising and research activities. 
Many of them were shelved “for the 
| duration,” and after the war it was 
la long, hard and expensive job to 
|}regain the position which had for- 
merly been held. This mistake 
should not be repeated. 

American industry will do its full 
|}share in the defense program, but 
it will wisely maintain normal mar- 
keting activities addressed to the 
general consumer as well, 


| basis. 
sales 
calcu- 
of general 
orders. To 


sales 


Successful Consumer Education 


More than 
ceived by ADVERTISING 
$1,000 prize 


500 entries 
AGE in 
contest for the 
plans for improving relations be- 
tween advertisers and consumers. 
The contest closed May 31, and the 
awards will be presented June 26 
at a general session of the conven- 
tion of the Advertising Federation 
of America meeting 
that time 

The extent of the interest 
general 


our 
best 


in Chicago at 


in the 


subject of consumer rela- 
tionships was reflected in the num- 
ber and character of the entries, 
many of which were carefully elab- 
orated programs of great 
value. 


izations 


practical 
Both individuals and organ- 
participated in the com- 
and some of the most 
interesting entries are the joint pro- 
duct of groups concerned with the 
general problem. 

We are confident that out of the 


petition, 


were re-| 


large amount of intelligentiy pre- 
pared material now in the hands of 
the judges, who it should be noted 
include in advertising and 
merchandising, who are closely in 
touch with all phases of the con- 
sumer education problem, will come 
specific ideas which can readily be 
adapted to the work of individual 
companies and organized groups. 
The program must be developed 
in this twofold way, first, through 
the practical work of individual 
manufacturers and merchants in 
disseminating product information 
and improving retail salesmanship, 
and through educational 
efforts on a broader front by local 
and 


leaders 


second, 


interested 
in improving business-consumer re- 
lationships 

If the contest stimulates effort in 
two directions, it will 
served a useful purpose. 


national associations 


these have 


E. KEBBY, Secretary | 


government, | 


emphasize | 


accountants do | 


| 


window DIDN'T fall out after all. 


ROUND-ROBIN SALES CONFERENCE 


mete © 
Lt > E. 


—Collier’s 


“Mrs. Billingsly phoned that the baby robin in the nest outside the bedroom 
The mother just came around and fed him a 
big, fat worm.” 


Ad-libbing 


This Decadent Age 

If the scientists of the millenium 
ever get a chance to peruse some of 
the advertising copy now being di- 
rected at women, they will certainly 
be tempted to wonder if these fe- 
males ever had the slightest desire 
to be “good.”” Our own casual in- 
spection of the hard hitting copy 
|leaves us with similar doubt. 

Take for example this little essay 
recently released by Tattoo: 

“NEW 
‘naughty’ look, ...a ‘naughty’ tex- 
ture ...a ‘naughty’ scent—to give 
YOU more exciting romance! 
| “Lick your lips really wet 
them, (Ed. Note: Go all the way— 
jump in the lake.) see how 
‘naughty’ this makes them look. Of 
course you can't do this repeatedly 

. it would fade your lipstick. But 
there is a way... a way that’s 
‘naughty’ but ‘nice’... the new de 
luxe Tattoo lipstick! Apply it 
see how ‘naughty’ it makes 
mouth look—how it glistens, 
wet looking it is! Thrill again to its 
‘naughty’ texture—endlessly yield- 
ing and clinging! Then—still an- 
other thrill! Note the ‘naughty’ 
scent! A new fragrance purposely, 
specially blended to quickly set 
hearts aflame!” 

To say nothing of making the 
male partner’s face look as though 
he had been slashed criss-cross six 
or seven times in a saber duel. But 
with a heart aflame, what the hell? 


your 
how 


Hedy Meets Another Crisis 


Hedy Kiesler somewhat 
buxom albeit pretty Viennese girl 
who met a crisis and scored a ter- 
rific hit in the foreign film “Ecs- 
tasy” for adults only. When Holly- 
wood took her in hand and came 
up with Hedy Lamarr, svelte, 
languorous and fully approved by 
the Hays office, the advertising 
world was not unaware of the 


Was a 


change. Not content with Holly- 
wood's efforts to make Viennese 
curves conform to the movie pat- 


tern, they are now giving Hedy fur- 
ther beauty hints. 

In current copy for Woodbury 
cold cream, Louella Parsons tells 
how Hedy met and overcame an- 
other “Hedy,” says Luella, 
“told me about the time she was 
late for the shooting of a big love 
scene. When she rushed on the set, 
the director shouted, ‘You're forty 
minutes late for that kiss, and it’s 
costing us plenty of dough!’ 

“In Hollywood they expect stars 
to be beautiful but spare them little 
,time for their complexions A 


crisis. 


NAUGHTY LIPSTICK! A | 


friend advised Hedy, ‘Take a Wood- 
bury beauty nightcap.’. . 

“Soon Hedy learned that Wood- 
bury cleanses with germ-free purity, 
softens skin and brings a _ special 
vitamin to help invigorate tired skin 
while you sleep. Now the director 
never has to scold Hedy for being 
late.” 


More Corncobs, Grandpa 
Hotpoint electric range division of 
the Edison General Electric Appli- 
ance Company has done its best to 
speed the march of progress with a 
variety of electrical equipment to 
make life easier in any kitchen. 
Now, however, it has come out with 


| executive 
| letterhead. 


| this 
| compare 


| 


Information 


for 


Advertisers 


The following documents may | 


| secured without charge from cop - 


panies sponsoring them, or throu 
ADVERTISING AGE, by any natio) 
advertiser or advertising age 
writing on his busin 


No. 1655. 
Meter. 
Cosmopolitan offers the user of 
Reading-Meter a chance 
cover-to-cover read 
time of Cosmopolitan and the a\ 


Cosmopolitan’s Readi;, ;- 


y 
4 


| age general magazines with nati 
| weeklies 


and women’s magaZines 
Time is findable for each publica- 
tion on two dials, one for readers 
of 300 words a minute, and 
other for those whose rate is !75 
words a minute. 


No. 1656. The Sale of Two Cities 

This folder, issued by Bi-City 
Stations, contains market data, \ ith 
coverage maps and figures, for Sta- 
tions WLVA, Lynchburg, nd 
WBTM, Danville, Va. Facilities and 
services of the stations are dis- 
cussed, as well. 


No. 1657. Now Ail Joking Aside! 
Here Is Some Horse Sense! 
The Pacific Rural Press has issued 
this folder dealing with its editorial] 
|quality. The advantages, from a 
selling standpoint, of a publication 
reaching California farmers. with 
,agricultural information specifically 
for them and at a time when they 
are in a receptive frame of mind 

are brought out. 


No. 1658. Translating Consumer 


| Interest Into Sales. 

The need for creating dealer 
|interest and for effective tie-in by 
‘electrical dealers in order to capi- 
| talize on national advertising effort 
to the consumer is discussed in this 
brochure issued by Electrical Pub- 
lications, Inc. A picture of electric 
appliance sales is shown in a tabu- 
lation by population groups. 


a product that will enable the farm | 


housewife to have the efficiency of 


the new age with the hominess of | 


the old—a wood burning stove to 
provide the cosy glow of heat in the 
kitchen in winter that the new 
fangled electric stove won't give. 
The Zephair is designed for the 
newly electrified farm kitchen and 
can be installed right alongside the 
Hotpoint range. It'll take wood up 
to 15 inches in length. A serious 
omission which we note in the pic- 
ture sent us however is that there’s 
no room under the stove for the cat. 


Add: War Notes 

This should be added to those 
facts you never knew till now: 
There is a country in Europe that 
has no army but 
continuously for 70 years. The 
country is Liechtenstein which, be- 
cause of an oversight in drafting the 
treaties after the war of 1870, is 
still technically at war with 
Prussia. 


Carpenter & Co. Celebrates 

A centennial celebration is not 
uncommon in the eastern or older 
sections of the country. But in Chi- 
cago when a business organization 
finds it has turned into another 
century, it’s really quite unusual, 
inasmuch as the city itself is 
scarcely more than 100 years of age. 
George B. Carpenter & Co., 
tributor of twine and cordage, cot- 
ton duck, awnings and the like, has 
done itself proud this week with 
publication of both its own and the 


city’s life story, titled “The First 
Hundred Years.” 
This company, which actually 


began business in 1839 as a supplier 
of “ship sails, ship chandlery and 
groceries,” has turned plenty of cor- 
ners and its anniversary volume 
highlights some of the more inter- 
esting ones. It was produced for 
the company by the Lakeside Press, 
with historical drawings by Douglas 
Hall. 


has been at war)! 


dis- | 


No. 1659. 
Corn. 


One Rat—One Grain of 


Criterion Service recounts 1! 
long tale told by a sultan’s wif 
about a granary emptied grain by 
grain of its corn. The story turns 
out to have a moral for advertis- 
ers, the parallel being the indi- 
vidual impressions carried away by 
individual consumers. Criterion 
goes on with information about 
circulation and cost of its displays 


No. 1650. Power Where It 


Counts. 


Radio Station WHAS has 
\this brochure on the Louisville 
market, its population, industries, 
employment, telling, as well, about 
the station’s facilities and listener 
acceptance. Some sales successes 
|are recounted, and trade aids are 
| described. 


No. 1625. The Enjoyment of Copy 

American Colortype Company has 
reprinted, in this booklet, a series 
|of 26 of its advertisements, provid- 
ing an entertainingly told story of 
its facilities and services. 


issued 


No. 1615. Blue Ribbon Programs 

Radio Station WDRC, Hartford 
Conn., has issued this file-size folder 
which itself lists market data and 
provides a coverage map of the 
market, and holds loose-leaf paces, 
each describing one of the Blue Rib- 
bon programs. The _ informaion 
gives details of each program, audi- 
ence response and cost. 


No. 1649. A Sad Story with a Giad 
Ending. 

This brochure, issued by Ba! 
G. Collier, Inc., tells the story 
man who had a product he wa! 
to sell to more people. This 
a new story in this business, bu 
is put over amusingly and intere ‘- 
ingly here, with cartoon illust: '- 
tions and short, but pointed cap- 
tions doing the work. 
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HEADS COAST CLUB Bub Heads Agency 


| Hermann J. Bub, formerly vice- 


Beau Brummell sance characterizations of gentle- Alfred M. May Co. Made 


men and their ties are available for 


Al Joy, Pacific Gas & Electric Company, 

and well-known in utility advertising 

circles nationally, is the new president of 
the San Francisco Advertising Club. 


and former president of the agency. 
|Harry E. Fauser was also elected . 
secretary-treasurer at the annual |™€!! Ties, Inc., is observing its 20th 
Directors | @2Mniversary this year with a special 
Using the theme, 
“Fresh-Minted Fashions for Fall, 
the company has struck off 
coins carrying the company trade- 
nen mark and noting the anniversary 
Crystal Paper Appoints year for distribution with the fall 
Gerth-Knollin Advertising Agency, 
Los Angeles, has been appointed to : 
handle advertising and promotion mell, the company’s trademark, is 
for Crystal Paper Service Corpora- | being distributed for use in store 
ion, maker of paper drinking and_ displays. 
souffle cups. based on Elizabethan and Renais- 


meeting of stockholders. 


Charles L. Asam, Hermann J. Bub, 
| Harry T. Jordan, Albert W. Sanson | 1940.” 
and Thomas Wriggins. 


president and treasurer, was elected Keys Tie Drive 


president of Stewart-Jordan Com 


Philadelphia, following the 


of Rowe Stewart, founder to Anniversary 


the forthcoming year are fall promotion. 


campaign announcement. 


display. 


Cincinnati, June 4.—Beau Brum- 


of Men’s Neckwear,” is a part of 


A pastel drawing of Beau Brum- 


Ad Club Has Birthday 


Individual display cards 
birthday party May 27 


1 “Development of the Tie” window Pullmatch Distributors 
Alfred M. May Company, 
play features the seal effect on the | Cincinnati, has been named exclu- 
anniversary coins and still another|sive sales distributor of “Pull- 
uses a modernistic hour-glass treat- | Match,” an advertising device made 
‘ment to suggest the passage of two by the American Pullmatch division 
decades of time. Counter and win- of the Kilgore Mfg. Company. 
dow display cards also have been 
developed. 


Another anniversary dis- The 


rs a and Inland Printer. 
A 36-page booklet, “The Romance 


the promotion. Key Advertising F re Cites Pyroil 
Company, Cincinnati, handles the Dean Ladd Kidder, doing busi- 
account. 


Toronto had its seventh annual! pany’s§ allegations regarding 
product are untrue 


Institutional 
Retail Copy to 
Grow, Says Book 


New York, June 6.—A prediction 
that institutional advertising by re- 
tail stores will show a steady in- 
crease in the future because the 
sameness of merchandise, prices and 
physical layout among competing 
stores makes it a definite need for 
each to develop an individual “per- 
sonality,” is contained in a new 
book, “Simplified Sales Promotion 
for Retailers.” 

The volume was written by Ed- 
ward Kaylin, manager of the bureau 
of smaller stores, National Retail 
Dry Goods Association, and Alan A, 
Wells, until recently sales promo- 
tion manager of the association and 
now advertising manager of Kaef- 
mann Department Stores,  Inc., 
Pittsburgh. It is published by 
NRDGA, particularly for the bene- 
fit of medium size and small stores. 

Institutional advertising, defined 
is “that which sells the store rather 
than merchandise,” is not the “sheer 
luxury’ which many believe it to 
be, the authors point out. This type 
of promotion justifies itself on a 
practical dollar - and - cents basis, 
they say, for “the time has long 
since passed when it was enough 
for a store to offer the right mer- 
chandise at the right time or at a 
special price. Customers who re- 
spond to that appeal may be some- 
body else’s customers tomorrow.” 


Must Be Continuous 


Since the object of institutional 
copy is to build and maintain a 
favorable impression, the authors 
point out that an institutional cam- 
paign must be constant and con- 


tinuous. Tangible results come 
Slowly, it is said, but when the 
proper approaches have been found 
and persistently used, “gratifying 


results are practically assured.” 
In addition to the chapter on in- 
itional advertising, the 176-page 
contains a complete guide to 
lases of retail advertising, in- 
Cluding an appendix of suggested 
ds and phrases for use in copy 


Guild Becomes Selling 
Agent for Davart 


tree-Lance Photographers Guild, 
I} 219 E. 44th street, New York, 
t been made selling agent for the 
Davart Company, advertising and 
photographic agency, owned by 
B Davis of the New York Sun and 
Tiiomas W. Dewart, assistant treas- 
of the New York Sun and the 
Frink A. Munsey Companies 
e Davart Company will con- 
as an advertising illustration 
newspictures producing agency 
ur Brackman, formerly with 
New York Herald Tribune 1s 
dent and managing editor of 
elling agency 


Vita Cultur Appoints 


ita Cultur Laboratories, Inc., 

Evanston, Ill., maker of Vita Cultur 
min B-1 plant food stimulant, 
appointed McJunkin Advertis- 
Company, Chicago, to handle 
iccount. 


Built on 


Think of any outstanding business success, and 
you think of a business founded on customer faith 
and good will—built on the rock of public confidence. 

A business standing out above the rise and fall of 
competition weathering the waves of passing 
fads and fancies holding a high place in the 
regard and respect of the people it serves, as the 
years come and go. 

Against such successful businesses there is always 
the impatient clamor of competitive claims, attempts 
to measure up to the leader. 

To appraise a newspaper's effectiveness, the 
advertiser must know how the newspaper built its 
circulation. How deeply its growth is rooted in the 
life and interests of its community. How well its 
editors understand the minds and hearts of its 
readers. How its circulation is obtained. 

In Philadelphia, during the thirty-five years that 
The Evening Bulletin has led all newspapers in 
daily circulation, there have been many changes. 
Political changes, business changes, changes in the 
relative positions of secondary newspapers. 

One thing in Philadelphia has remained 
unchanged, however—the leadership of The 


Se Philadelphia. Ciby of Phones 


the rock 


Evening Bulletin. Every year since 1905 The 
Bulletin has continued to lead in daily circulation 
among newspaper readers in Philadelphia. 

Never in all that period of thirty-five years of 
leadership has a premium been given to subscribers 
to influence the natural choice of The [Evening 
Bulletin. 

That is why it is one of the most thoroughly read 
metropolitan newspapers America. Every copy 
of its large circulation represents a voluntary pur- 
chase brought about solely by the reader interest 
of its pages. 

The fact that The Evening Bulletin delivers the 
advertiser's message to more homes than any other 
Philadelphia newspaper is only one element of its 
advertising power. The advertiser's message has the 
added power of a completely voluntary circulation, 
reaching the home in the afternoon and evening 
when the entire family has time for thorough read- 
ing of a newspaper that stands first in the confidence 
of Philadelphians. 

The Evening Bulletin brings these advantages to 
the advertiser at one of the lowest costs per reader 
anywhere. Consult your advertising agency. 


opyright 1940, Bulletin Co., Philadelphia 


Advertising is being run in Amer- 
ican Printer, Graphic Arts Monthly 


ness as Pyroil Company, La Crosse, 
Wis., making and selling a motor 
lubricating fluid, has been cited by 
the Federal Trade Commission, 
The Women’s Advertising Club | charging that several of the com- 
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ADVERTISING AGE 


June 10, 1949 


WHAT ABOUT 


Does yours make buyers THINK what YOU want them to think? Is it | 


planned and written 


Women go into stores, glance apprais- 
ingly at four or five competing brands, 
brands that are equa/ in quality and equal 
in price, and many select ONE brand 
confidently. 


The reason is a reason that a group of men 
formulated a few months (or years) 
previously. They decided what they 
wanted women to think. They made her 
think it. They seated truths, facts, in her 
mind, reasons why that ONE brand would 


ADVERTISING 


to BUY dividends? 


serve her well, gave the reasons to her in 
ADVERTISING, advertising so skillfully 
planned, so warm and interesting and 


honest that many women, regularly, will | 


select that ONE brand with unthinking 
and friendly confidence. 


In that fashion, the names of a few prod- 
ucts have become household names. In that 
fashion, a becomes sound, 


profitable. In that fashion it stays sound. 


business 


THE DETROIT FREE PRESS SAYS: “Adve rtising men who claim there is nothing new in copy under 


the sun ought to read the advertisements written by Oren Arbogust . 


. they are classic, and we have 


it on the authority of Mr. Elbert Hubbard that ‘a classic és a thing so well done as to defy competition’. 


OREN ARBOGUST 


A DB v E&E R FT 
30 North Michigan 


Oren Arbogust 


Eleanor Fullerton 


a aa N G 


Avenue, Chicago 


Wilson Arbogust 


The Leoder in the Low Priced Frekd 
A BALL BEARING mower priced 
lowe: thon mony plom beorng 
modes 


2 Bode: 


s 
© J BLADES of olloy veel Self 
shor perwng dengn 
© BED KNIFE of sow steel, held 
firmly om correct ohgnment 
* BALL BEARINGS of chrome 


stee! for easy runmung 


Complete instructions and Re 


paw Ports List With Each 


NUMBER TWELVE...ofa 


Nice guys, most buyers of printing. But the fellow 
that makes us see red is the bird who'll shell out 
dollars for copy, layout, art work, composition and 
then winds up literally spending pennies for electro- 


typing—and still figures on getting a perfect job. 


e It can’t be done. And 


another reason why our ~ 
to produce” means something. We realize that the 


human element is present, 


trotyping can never be 


IAVE the personnel who 


process but ALL of them—lead moulds, nickelty pes, 
wet graphiting, the Tenaplate mould. It is one of 


the plus values we like to place at the disposal of 


buyers of quality 


preciated by our increasing list of nationally-known 
clients. One of our idea crew can help make your 


electrotyping job better. Ask to have one drop in. 


TALENT TO ORIGINATE 
| 


printing 


series - ELECTROTYPES 


we know it. That's just 
talent to originate—skill 
that the process of elec- 
fully automatic! So we 


know ... not only THE 


and one much ap- 


SKILL TO PRODUCE 


moO #20) se ow 
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° 
tough ofley steel heot 


Fv BLADES 


LAWN MOWER 


WHEELS — large, sold robber tired for 
Ovr Fostes! Selhng Mower Because bere trecnon 
OF Ins Extre Valve Features BED KE with roised lip te mointein 
Hore! ahagn ment 
10-inch Rubber Tired Wheels REEL Bede: by four mallenbi 
5 Bledes _ won brockery 
FSH bahed-on enamel on all metal 
nwo. per’) lor greeter protection ond longer ite 


“oO se ow 


* 
© 4 BADE woo 
vee at © 9 cere 


for on mq ibe 
KNIFE of sow vtee!, held 
A RUBBER-TIRED Mower be é e 
ot o New Low Price © WHEELS «a> = wld od 
Otnch Rubber Tred Wheels hres tor Deter 
4 Boer inch Ct Complete 5 ond Repair 
Pars w Each 
s ° 
wee s0aes tasy pavaent ham — 
stares @ 4 x anoco 
& 


FIVE BLADES of .pei.ctly covwioged olny vteot 
hold thew edge three fumes lnnger than 


RAFTSMAN 


of admery mower 


OF EMI AMO BLADES Near rected ter unterm 


Nerdners — vnitormity cherted by exac? Roch well 
LAWN MOWER tet oer oveay omy age in caeec 
1O4ach Robber Tired Wheels ehwument 
3 Bledes — tack Cot 140, SEARINGS §—ewaruize for umeoth opere- 
00. om ond omy te 
tah) tonne Bode: pen treehy eutheut weeks © a bomere op em 
Nowrhing bed tote oe ate Preemets sete bre gre Behe other 


oe ad 

QUE) KUNI, enemy catering of bodes 
wate fre shemnate whee sone 
GAKED-Om ENAMEL FILA Protec afl metal 
pen wth een ot weer 


ONES §—dastprnc! on oll res! bearings 


HEL Maes supported bby four ged steal 
broken fee WON ond broken 


Compete extry tam and “open pe ot 


Oe et 


mo $e ow 
Vie Wabi taly Pavement Fan 8Ot® Gane Ge 
0 percheres teh SEARS, ROLBUCK AND CO 


HOW SEARS MAKES INFORMATIVE LABELS SELL GOODS 


eel 


© 4 BLADES of hardened ang 


tempered alloy stee! Selt shary 
emg dexgo 
* BALL BEARING ache 
LIGHT WEIGHT MOWER mower easy 0 push 
Idea! tor imal towns o terraces © BED KNIFE of sow stee! hed 
Grmly in correct alignment 
4 Boses Bich Wheels 
iii Complete instruct 4 te 
poir Parts List With Bock 
‘ 
® ANO 


B(RAFTSMAN § msn 
“ Boden of ordinary meer 
AES 
LAWN MOWER 
1 tach Rater lara heals ED EE AND BLADES boo 
1 Hewes —T>) herdnes 
on horns 


BASED OW FRAME FSF on oh mete pom 
Weer protenon and ange ene 


OT REE e peek ot the Nae ah het 001. tment 
poo ——— a tau Bae overuse fe month ope 
eee 
‘ 
(057 Sts eee None thew tort on one song 
ag bed bate pete emg writs xh benmete: 
id porumer ste ure bere 
OT Ue ey tertering ot es 
ect wor demas chal sane EL blades vwpperted by 
CRC FAD CAP ewe oly omen broken tee @ ond bracken 
Pore ourahem and epe pe 
~o ‘ o 


SEARS BORBUCHE ano 


To Sears, Roebuck & Co. the "Infotag’ is a device not only for presenting factual material to buyers in its retail store: 


but also a powerful sales aid and a real help to the sales force. 
Infotags covering various models of lawn mowers. 


Shown here are front and reverse sides of a series of 
Note how the detailed information is presented as potent selling copy 


Spot Radio 
Chief Reliance 


of Farnsworth 


| Chicago, June 3.—Acknowledging 
the community of interest between 
| broadcasters and manufacturers of 
lreceiving sets, Farnsworth Tele- 
lvision & Radio Corporation, Fort 
| Wayne, Ind., will “take some of its 
own medicine” next fall by going in 
| heavily for spot radio, the second an- 
|nual distributors’ convention heard 
| today from Burke Herrick, of N. W. 
| Ayer & Son, Inc., the agency. Sterl- 
}ing vice-president in 
charge of Ayer’s Chicago office, pre- 
lsented the magazine campaign, re- 
| volving around space in Collier’s, 
Life and The Saturday Evening 
Post. 

The Capehart division campaign 
in support of the Capehart and 
Capehart-Panamuse lines of phono- 
graph-radio combinations will ap- 
'pear in full pages in Country Life, 


Peacock, 


The New Yorker, Time and Town 
& Country. 
The insistent demand for more 


and more dramatic presentations of 
advertising programs, which ap- 
pears to be placing an increasingly 
heavy burden on agencies, was met 
by Mr. Herrick with a huge map of 
the United States. He said that 
radio stations in 62 leading markets 
will be used for one-minute spot 
announcements, with other coverage 
added as required. The stations to 
be used were announced via tran- 
scription, with each city indicated 
by a red bulb, which flashed on 
as the station identified itself. 


To Push Combinations 


With Farnsworth, generally held 
to be a leader in the television field, 
excluded from any great commercial 
activity because of the unrelenting 
attitude of the Federal Communica- 
tions Commission, the company will 
devote most of its advertising to 
combination radio and phonograph 
sets, which continue to intrigue the 
public and provide the greatest 
profit opportunities for distributors 
and dealers. Models playing as many 
as 14 records, or nearly an hour’s 


music, will be featured. 
The cooperative advertising and 
sales promotion program was de- 


scribed by John S. Garceau, adver- 
tising manager. Mr. Garceau said 
that Farnsworth will make a larger 
percentage of available for 
cooperative newspaper advertising 
than any other manufacturer A 
heavy trade paper campaign will 
support consumer advertising, Ra- 
dio Journal, Radio Retailing, Radio 
Today and Radio Weekly being on 
the schedule. 


F-M “PLUS FACTOR.” 
SAYS ZENITH LEADER 

Chicago, 
modulation 
jadjunct to 


sales 


June 3 
will be an 
the present 


Frequency 
important 
amplitude 


‘modulation system, but will never 
replace it in the opinion of Eugene 
'F. McDonald Jr., president, Zenith 
|Radio Corporation. 

| “Audio systems and loudspeakers 
capable of reproducing 15,000 cycle 
high fidelity are necessarily more 
‘costly than systems reproducing 
only 6,000 cycles,” said Commander 
McDonald. “Where there is a spe- 
cial reason for receiving such pro- 


grams, the additional cost will be 
gladly borne, but there are many 
uses for broadcast receivers that do 


not require such high fidelity. 

“The very existence of such a de- 
mand will justify broadcasting in 
the bands we know today even if 
they are not modified. Today’s high 
power stations give satisfactory 
night time service in the area adja- 
cent to their stations and also reach 
out for greater distances than can 
be covered by F-M. 
market to be opened is not a re- 
placement market, but a plus mar- 
ket.” 


Quarterback Asks 
$50,000 for Photo 
on Beer Calendar 


Dallas, Tex., June 3.—After 
thinking it over for 18 months, 
Davey O’Brien, Texas Christian 
University quarterback of 1938, 
decided he had been damaged 


$50,000 worth by use of his picture | 


and implied endorsement of the 
product on a 1939 calendar of 
Pabst Sales Company, Chicago. 


Accordingly O’Brien, now with the 


Philadelphia Eagles professional 
club, filed suit for $25,000 actual 
and $25,000 exemplary damage. 


The player’s picture appeared on 
the calendar with that of other 
members of the 1938 All-American 
team, as selected by Grantland Rice. 
O’Brien told reporters that he never 
drinks beer. 


AMERICAN LEAGUE 
RESTRICTS PHOTOS 

June 3.—William Har- 
president of the American 
League, today sent bulletins to club 
owners reminding them of the re- 
striction on the use of uniforms in 
baseball players’ endorsements of 
cigars, cigarets or liquor. 

The memorandum said that 
player wishes to testify to 
merits of any such product, 
accompanying illustration 
show him in street clothes. 


Chicago, 


ridge, 


if a 
the 
the 

must 


Frost Celebrates 


The Harry M. Frost Company, 
Boston advertising agency, cele- 
brated its silver anniversary June 


1. Two of the three accounts with 
which the agency started are still 
with it 


Kresge Names Simons 

S. S. Kresge Company, 
has appointed Simons - Michelson 
Company, Detroit, to handle a daily 
radio program, featuring Harold 
True, news broadcaster, which 
began over WXYZ, Detroit, June 5. 


Political Motif 


Marks RCA’s 1940 
Sales Campaign 


Thus the new | 


Detroit, | 


Camden, N. J., June 5.—Taking 
its cue from the fact that this is 
a presidential campaign year, the 
RCA Mfg. Company, Camden, is 
using the central motif of its 
current promotion “RCA Victor 
presents its platform for 1940.” The 
“platform” in this instance is a 
series of 28 new instruments which 


as 


will be launched with a_= great 

variety of promotional devices 
Radio, newspapers and _ national 

magazines will be used. A 12 by 


7 foot, three-piece store background 
accommodating up to 18 display 
radios, with a rotating, illuminated 
sign and turntable for small radios 
and additional niches for other 
models will be distributed. Line 
folders, wall charts, window stream- 
ers, envelope enclosures, “over-seas 
dial” cards, broadsides, individual 
model displays, electric signs and 
mailing pieces also will be used 


Heavy emphasis will be placed 
on the “over-seas dial” which is 
incorporated in two RCA models 


and is designed to make it easy to 
bring in foreign stations. The whole 
RCA promotional program is out- 


lined in a 30-page dealer book, 


“The RCA Victor Platform f 
1940,” issued for distributor sales- 
men. 


Dr. Hitchler Resigns 


Dr. Walter H. Hitchler, chairman 
of the Pennsylvania Liquor Control 
Board, has resigned and has been 
succeeded by William S. Rial, stat 
deputy attorney general. 


Set Carolina Date 


The annual mid-summer meet!! 
of the Carolinas Advertising Execu 
tives’ Association will be held 
the Ocean Terrace Hotel, Wrig!\ts- 
ville Beach, N. C., July 20. 
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Palm 
Based on Rounded 
Promotion: Ward 


Advertising and Mer- 
chandising Together 


Spell Success 
New York, June 5.—Goodall 
Cc mpany’s amazing success in pop- 
ul.rizing Palm Beach clothing 
proves that advertising not sup- 
ported by sound merchandising will 
no! produce desired results, Elmer 
L. Ward, Goodall president, de- 
clured here yesterday. 

speaking before the Sales Execu- 
tives Club, he pointed out that 
Goodall tried national advertising 
but found it not strong enough. The 
cooperative advertising policy which 
has been followed in recent years 
has proved more successful because 
it enables merchandising coopera- 
tion at the point of sale. 

Touching upon some of the high- 
lights of the program which has 
made Palm Beach a merchandising 
phenomenon, Mr. Ward declared 
that the trend toward colored cloth- 
ing for men became pronounced 
last year when advertisers of such 
products as soft drinks, cigarets 
and automobiles used models 
dressed in light clothes to illustrate 
their copy. Such aid as this, plus 
that received from movies and 
newsreels, opened up new merchan- 
dising opportunities for retailers. 


Laboratory Store Helps 


Mr. Ward said that the laboratory 
store operated the past two seasons 
at Miami has excited a great deal of 
interest among retailers, and has 
enabled Goodall to demonstrate 
how sales results vary when differ- 
ent point-of-sale techniques are 
employed. Not only is this store 
used to test sales approaches by 
clerks, but also to discover pulling 
power of window and counter dis- 
plays. 

One particularly significant dis- 
covery of the past season was the 
multiple sale opportunity open to 
retailers of Palm Beach garments. 
Of those who made purchases at 
the Miami store, 74.3 per cent 
bought more than one Palm Beach 
item 

Another aspect of Goodall mer- 
chandising mentioned by Mr. Ward 
is the emphasis placed on the dry 
cleaning trade. Goodall advertising 
in six laundry and dry cleaning 
papers clarions the gospel: “We'll 
keep the volume up if you'll keep 
the price down.” 


Laundries Do Their Share 


Last year, laundries cooperated 
With Goodall to the extent of spend- 
ing over $100,000 in promoting their 
Palm Beach cleaning service. Good- 
all has a cleaning expert who 
travels the country advising how 
the garments should be cleaned. 
Eight thousand laundries and clean- 


ers cooperated with Goodall last 
ye by distributing 12,000,000 
package inserts promoting their 


Palm Beach cleaning service. 

\nother unusual aspect of Palm 
Beach promotion is the annual 
Goodall Golf Tournament, in which 
15 leading professionals 
for $5,000 in prizes 
This tourney, recently held for the 
third year, gives Goodall a vast 
amount of publicity. “Golfers are 
imitators,” Mr. Ward pointed out, 
al when they see the topnotch 
pl playing in Palm Beach sports- 
wear, they do likewise. In addition, 
almost 1,000 stores tied in with this 
evint in their advertising. Last 
year, Palm Beach sportswear sales 
ed 75 per cent over volume for 
tl previous year 


compete 
each spring 


Bun Guild’s Wage Rise 
iblishers of the Philadelphia In- 
q'rer, Record and Evening Ledger 
t e joined together to resist wage 
I demands of the Philadel- 
Pi ia-Camden Newspaper Guild 
The guild has accepted an invitation 
n the publishers for a joint con- 


at nee 


ease 


Mott Brothers, Inc., New York 
building consultant, has begun a 
newspaper campaign to advertise 
“Homes built to Mott Brothers’ 


Specifications.” Raymond Levy Or- 
ganization, Inc., New York, has the 
account. 


Brenon to Aitkin-Kynett 


M. St. John Brenon, formerly with 
Theodore F. MacManus, Maxon, 
and Ruthrauff & Ryan, has joined 
Aitkin-Kynett Company, Philadel- 
phia. 


Advances Miss Chase 


Emily Chase, assistant in the home 
economics department of Sunset 
Magazine, San Francisco, has been 
appointed head of the department. 


May Revolutionize 
Baking Industry 


Jackson, Mich., June 6.—Sensa- 
tional claims are made for a new 
liquid cake mix developed by Wil- 
liam R. Voss, sales manager of 
Dawn Donut Company, of this city. 
The mixture, to be sold in cans, 
contains all of the milk, eggs and 
other ingredients required for pro- 
duction of a cake of high quality 
except flour and baking powder. 
The housewife adds these items and 
is ready to begin her baking. The 
basic nature of Mr. Voss’ idea is in- 
dicated by issuance of a patent at 
Washington. 


ever developed in liquid form. It 
will retain its freshness indefinitely 
either canned or standing open 
without the slightest refrigeration. 
Sweetness and freshness are 
achieved without addition of a pre- 
servative of any kind. All of these 
objectives are reached by proper 
proportioning of raw materials and 
employment of a homogenization 
process which subjects the com- 
bined materials to high pressure 
and centrifugal force. 

While advertising plans are still 
nebulous, they will be far reaching. 
Mr. Voss himself has an advertising 
background, having spent six years 
with Milprint, Ine., Milwaukee 
company specializing in campaigns 
and merchandising specialties. 
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Beach Sales Mott Appoints Levy Liquid Cake Mix The mix is said to be the first. The new liquid mix has been 


subjected to exhaustive tests by 
scientists, who have approved virtu- 
ally all of the claims made for the 
product, both in home and com- 
mercial use. Among these experts 
are Frank H. Maas, bakery engineer 
of Villa Park, Ill., and Dr. Edward 
E. Smith, of Jackson, Mich., for- 
merly with the U. S. Bureau of 
Chemistry. 


To Needham & Grohmann 
Needham & Grohmann, New York, 

has been appointed to direct adver- 

tising of the following resort hotels: 


Westport Inn, Lake Champlain, 
N. Y.:; Griswold Hotel, New Lon- 
don, Conn.; Star Lake Inn, Star 
Lake, N. Loomarwick, New 
Preston, Conn.; and Wake Robin, 


Inn, Lakeville, Conn. 


Goon 
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HAMPION PAPE 


It transmits the power of a good sales story to the logical market for the things you 


have to sell. For the big pull of business, advertisers large and small find good litera- 


ture an indispensable part of every advertising program. And they recognize Cham- 


pion as the best source of coated 


cardboard. Keep steam up with 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO . 


and uncoated paper, envelope, offset, postcard, and 
good copy and plates, let a good printer pull out 


the throttle, and see how advertising on Champion paper will pull in the business. 


.. CANTON, N. C... . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . Over 1,500,000 Pounds a Day 


NEW YORK 


CHICAGO 


DISTRICT SALES OFFICES 


PHILADELPHIA 


CLEVELAND 


BOSTON - 


ST. LOUIS - 


CINCINNATI 
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to sell Chicago 
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Daily, in excess of 1,000,000 — Sunday, over 1,140,000 b 
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women, do as Chicago retailers do- 


The Trend to the Tribune in 
Expenditures by Chicago retailers 
for women-appeal advertising 


PROPORTION IN THE TRIBUNE 


Day in and day out, the Tribune proves its ability 
to produce quick buying-action from Chicago 
women. That’s why, during 1939, Chicago de- 
partment stores invested in the Tribune alone 


10% 


60%| 


90% 


40%| 46% 
53¢ out of every dollar spent in Chicago news- 0% a a 


papers to advertise INFANTS’ WEAR... and 
08% of their total newspaper expenditures 
to advertise ALL women-appeal merchandise. 


TRIBUNE LEAD OVER THE 2ND NEWSPAPER 
130%, 


120% 


110% 


100% 


90% 
1937 


THE WORLD’S GREATEST NEWSPAPER 


THE TRIBUNE LEADS IN “WOMEN-APPEAL” ADVERTISING! 
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~ 65% 


TOILET GOODS AND DRUGS—61] 
Every day Chicago's largest constant audience of women Increasingly, year after year, the Tribune has demonstrated Because the Tribune is Chicago's leading women-appeal 
scons the Tribune for “buys” in wearing apparel. Result: its “way with women.” Consequently, this newspaper, in medium, Chicago drug stores and the drug and toilet goods 
Chicago department stores and specialty shops allotted 1939, received 56% of the money Chicago department departments of department stores awarded this paper 
to the Tribune the lion's share of their 1939 newspaper stores invested in newspaper advertising for hosiery, corsets 61% of their newspaper appropriations in 1939. 


budgets for women’s wear advertising .. . 65%. ond brassieres. 
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33's per cent ahead of the average 


Voice 


This department is a reader’s forum. 


Unusual Display Card 
for Optical Company 

To the Editor: We are sending 
you for your inspection a new dis- | 


play card which represents an  OPTicah wearers 
innovation in optical display cards pte, til 
and which has met with an exceed- | Tpit 

ingly cordial reception from the jé / * 
trade. 2 oe f 


Entitled “Fashion in Glasses—The 
American Way,” the card may be 
used as a counter or window dis- 
play, or as a style book for the} 
reception room or fitting table. It 
is really two cards, as you will 
notice, each 12x16”, joined by red 
plastic binding. Opened up, like a | 
book, the facing pages show a large 
natural-color photograph of a model 
wearing a new spring outfit. Copy 
gives details of her glasses, the cos- 
tume and the accessories. 

The last page of this hinged card 
calls attention, by means of draw- | 
ings, to the several features of our 


Tar ei asses 


roe wae 


yee set 


rut pew’ 


recently announced AO Numont aa . * 
Ful-Vue glasses which have sur- | og e,- 
passed all our expectations for | > he 


popularity. 

For those who do not wish the 
entire card, or find that it is too 
large for their display space, the 


of the Advertiser 


Letters are welcome. 


GIANT DISPLAY CARD FOR SPECTACLES 


Unusual window and counter display card, consisting of two cards joined by a 
plastic binding, which American Optical Company is supplying to dealers. 


per store for the last quarter of 
1939, which belies the lack of inter- 
est in selling Birds Eye Foods indi- 
cated in your article. 
DONALD BARR, 
Manager, Marketing Depart- 
ment, Frosted Foods _ Sales 
| Corporation, Chicago. 


et % Batty v,yvey 

* |Remarkable Feat 
; | To the Editor: According to the 
May 29 “Farm Situation” letter of 
| Earl Cooper, issued by the Country | 


|Gentleman, the May 1 Guernsey 
| Breeders’ Journal contained “231 
| pages, plus covers.” 

possible—still, we have 


| ’Tain’t 

| type stretchers these days, so maybe 

|I'm wrong. Maybe we'll even be 

able to put a book mark between 

Pages 15 and 16 some day. Maybe. | 

RALPH W. POULTON, 

Advertising Manager, Crow’s 
Hybrid Corn Company, Mil- 
ford, Ill. 


~. = 


Easy to Beat 
To the Editor: 


"od Ps ~ 


48 Way 
é 


The letter of 
published in a _ recent issue of 
ADVERTISING AGE, and pointing out 


7% of that publication have been on 
the job 33 years, is easy to beat. 
George H. Griffiths, president of 
Hardware Age, has been with the 
|company 30 years and still spends a 


natural-color photograph on the in- 
side page has been reproduced as a 


commendatory 
single card. 


were of a 
Roy GENTZER, 

American Optical Company, 

Southbridge, Mass. 


waving”’—whatever that means! A | 
Monrovia, Cal., editor devoted a 
seven-inch editorial to praising the | 
idea, a radio editor asked for de- 
| tails to be included in her broadcast 
|}and as a result, Mr. Politz admitted 
| that if the spirit moves him, he may 
irepeat. This advertisement, if it 

To the Editor: Congratulations) may be called such, appeared on 
for your prompt gathering of a|/“I Am an American Day” pro- 
cross section of advertisers’ opinions | claimed as a national observance by 
on war and business. Now every-| President Roosevelt. 
body has a pretty good idea about | MILT FEINBERG, 
how everybody else is thinking and| Feinberg Agency, Los Angeles, 
acting. Cal. 

Along about the bottom of 1933 | vwee¢ 
I heard an elderly small town law- |! 
yer address a little group of very It Could Be 
dismal life insurance men. It hap- To the Editor: Could it 
pened that this old fellow had spent| J. Wix & Sons (May 27 
his young years on the sea. His| 20) has lifted the Saturday Evening 
point was the old one of keeping 
on keeping on—that it is fatal to 
try to “wait out” a disaster. 

The picture he painted has stuck 
brightly in my mind. Picture of} 
his ship in a bad gale. You can’t] | 
“wait out” a gale. Officers and crew 
are at a hot peak of action. Keep- 
ing the course, lashing loose equip- | 
ment, cutting away the rigging if | 


vv¥eeeg? 


War Survey Shows 
“Encouraging Returns” 


be that 


CONFUCIUS HAS SHORT ENGLISH RUN 


| Confucius, he say: Wise man, he say: 
One ounce value worth 
ONE POUND tok 


ounce volue worth 


ONE POUND tolk 


necessary—but the point is still that | 4 < ” 
emergency requires action against | li \y ! 
the hazard. It is fatal to “wait out’ | | |sener-sren-ever Ie Bererthonever ” I) 
disaster. That goes for war or busi-| |(""""" f ea 
ness. 10 for 6 aati | 10 for 6° Keri A 
Most encouraging returns on your | | asosmr0-12! | || atso¢ ano se-rar] “SSS [a/ 
requests. Smart and heartening. | ee Net 
HOMER ANDREWS, || gues Ll 
Central District Manager, | | Sasa: 
Architectural Record, Cleve- fe Re 
land. | wy TAL Ty Ve yf hy 
a | . ne —_— 
. Post’s Chinese character? I think, 
Waving the Flag perhaps, the company’s budget for 
To the Editor: Approximately | artwork was cut on account of the 
$50 was the cost of this unusual 


war. Compare the two. 
RONALD J. Foye, 


Brockton, Mass. 


announcement placed by Herman 
Politz, a local clothier, in the Sun- 
day Los Angeles Times. 


I had to satisfy my . == 


Says Chicago Birds Eye 
Policy Is Successful 

To the Editor In the April 29 
issue of ADVERTISING AGE an article 
appeared on Page 22, with the cap- 
tion “Fight for Outlets Follows 
Shift in Birds Eye Policy.” 


| 
curiosity to 


God Bless America 


comment on 
article, we 
many com- 
distributors 


in our 
the 


own company 
inaccuracy of this 
have had a great 
ments on it from our 
and retail customers 

I do not know the 


Herman 
POLITZ 


also 


find out just what type of a per- source of the 


sonality would become fired with | information contained in this article 
such an inspiration of expression.| but must point out that the facts 
Herman Politz turned out to be a/are not as stated in your article. 


To that end, we believe a correction 
Sacramento, Cal., of English-Ger-| should be run as early as possible 
man parentage. He told me that he| in ADVERTISING AGE based on the 
received many telephone calls, per- | information I am attaching. 

sonal visits, practically all of which| The actual facts about the 


man in his early fifties, born in 


dis- 


nature, | tribution of 
Two “cranks” accused him of “flag | Chicago are as follows: 


|opened since January are indepen- 


issue, Page | 


Aside from having many people | 


tacting larger accounts. 
Chauncey English has represented 
Hardware Age for 35 years in the 


Birds Eye Foods in 


» a ‘hange in the Birds Eye} ,, , . 
l = ro ng le t New England territory—Bill Fed- | 
erchandising plan was made to 7 
— “— 2 ro _ me i] ns dery, Cleveland, has represented 
vermit greater flexibility in mer- : . , 
- i ~<a th it dividu To Hardware Age in the Central West 
‘Na Sl 1 1e 1 1c a ar- > 97 . 
ee ae 2 * for 27 years—C. J. Heale, New York 
kets where Birds Eye Foods are ‘ sees: ee pin 
cng : : office boy, associate editor, manag- 
sold. This change makes it possible é ; ? 
‘ : ing editor, editor and now vice- 
for the dealer to arrange for his , be WE eee 
president, for 24 years. 
own merchandising and pricing. 


» TI . aaa an on WiLL J. Feppery, 
“. a dla eC yroegzra 0 ex- . r 
f re iL “te nian Gan Central Western Manager, 
ANSLO or Wwecago Nas Po | . 
nena 6 Borcrge | Hardware Age, Cleveland. 
ward on schedule, resulting in a 15 | 


per cent increase in dealers since | , ' * 
January. Ninety-five per cent of Apropos 
the new dealers which have been To the Editor: Apropos of the 


business paper copy of Dumore 
precision grinders reproduced in 
your May 20 issue, we “anticipated” 
President Roosevelt’s speech on 


dents. 
3. The average sales during the 
first four months of 1940 are a full | 


third of his time selling and con- 


a 


TIMELINESS 


MICRO SWITCH 


®,...A Boon to the 
Aircraft Industry 


Now Being Used by Leading Aircraft Build 


MICRO (48 SWITCH 


Another claimant for the crown of time. 
liness is this business paper advertise. 
ment for Micro Switch Corporatio 


50,000 planes and released the 


H. C. Briney of Popular Mechanics, | attached advertisement, the first on 


this product to appear in any avia- 


| tion publication. 
that two advertising representatives | 


This page reached the publisher 
the day before the President's 
| speech to Congress. 

JOHN J. LAWLER, 

J. R. Hamilton Advertising 

Agency, Chicago. 


7 VY F 


Humor Wins 

To the Editor: Really, your story 
in the June 3 issue on the “I'll Bot- 
tle Your Love” song is extremely 
funny. I’ve received a couple of 
roastings, but yours is by far the 
best and most humorous. 

What particularly amused me 
was that you used me as a shield 
,for some very wacky lyrics of your 
lown. Want me to put you in touch 
with my song writer? 

Believe me, when you can poke 
fun at a fellow and make him 
laugh the way I have this morning, 
that’s copy writing! 

Scott FARON, 

Advertising Manager, Gla 

Container Association, New York 
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General Cigar's 
Newscasts Put on 
63 MBS Stations 


New York, June 5.—General 


Cigar Company will expand its net- | 


work for Raymond Gram Swing’s 
twice-weekly news broadcasts from 
16 to 63 stations of the Mutual 


Broadcasting System, effective June 
28. The expansion makes General 
Cigar the first purchaser to use 
Mutual’s volume discount plan for 
evening broadcasts. The commen- 
tator is heard on behalf of White 
Owl cigars Monday and Friday 
from 10 to 10:15 p. m. J. Walter 
Thompson Company directs 
acc ount. 


Kay Kyser Renewed 


American Tobacco Company has 
renewed Kay Kyser’s “College of 
Musical Knowledge” for 13 weeks, 
beginning July 3. The program, for 
Lucky Strike cigarets, is heard 
Wednesday from 10 to 11 p. m. over 
94 stations of the Red network of 
the National Broadcasting Com- 
pany. Lord & Thomas is the agency. 

Bayuk Continues 

Bayuk Cigars, Inc., has renewed 
“The Inside of Sports,” effective 
July 1. The 15-minute program 
will continue to be heard daily over 
28 MBS stations. Ivey & Ellington 
agency. 


Sherlock Holmes Back 


; t 
Is the 


Grove Laboratories, Inc., will re- 
turn “Sherlock Holmes” to the air 
Sept. 29, after a layoff which began 
March 11. The show will be heard 
Sunday from 8:30 to 9 p. m. on 30 
stations of the NBC Blue network 
Stack-Goble Advertising Agency 
handles the account. 


General Mills Renews 

General Mills, Inc., has renewed 
itt “Gold Medal Hour” heard daily 
over a split NBC Red and Blue net- 
work of 28. stations. Programs 
iffected are “Light of the World,” 
‘Arnold Grimm’s Daughter,” 
“Valiant Lady,” “Hymns of All 
Churches,” and “Betty Crocker.” 
The first three shows are aired 
daily, with the hymn program occu- 
pying the other quarter-hour unit 
on Monday, Tuesday and Thursday, 
and “Betty Crocker” on Wednesday 
and Friday. Products promoted are 
Corn Kix, Softasilk, Bisquick and 
Gold Medal flour. Blackett-Sample- 
Hummert and Knox Reeves Adver- 
using share the account. 

Shifts ““Moylan Sisters” 

Modern Food Process Company 
hifted the “Moylan Sisters,” 
for Thrivo dog food, from 11:45 to 
12 noon to 5 to 5:15 p. m. Sunday 


has 


and renewed the program for 13 
week The sketch is aired on eight 
stations of the NBC Blue network 
through Clements Company. 
Gordon Makes Change 
Gordon Baking Company has 
Shifted “One of the Finest” from 
Monday and Thursday to Tuesday 
nd Thursday and renewed the 
series for 26 weeks, effective July 2. 
The program will continue to be 
heara from 7:30 to 8 p. m. over 


three stations of the NBC Blue net- 


we Young & Rubicam is the 
igt 

Jergens Renews 
Andrew Jergens Company has 
renewed two programs, Walter 
Winchell’s “Jergen’s Journal” and 


ne “Parker Family,” for 


13 weeks 


Both programs are aired on Sunday 
“ver a split Red and Blue network 
fe . * 

! 60 stations of the National Broad- 
cast 


g Company. Winchell is heard 
om 9 to 9:15 p. m. and the dra- 
t ketch in the following quar- 


A ur. Lennen & Mitchell directs 
' count. 

Adds “Lone Journey” 

P ter & Gamble Company has 
“added another program, “Lone Jour- 
ney, in behalf of Dreft. The new 
ray is being aired daily from 10:15 
‘© 10:30 a. m. on 12 stations of the 
NBC Red network. Blackett- 


‘amp le-Hummert is the agency. 


} 


| 
} 


ANA Issues Data on 
384 Business Papers 

Circulation and rate trends cover- 
ing 384 technical and trade publi- 
cations are traced in the seventh 
annual report on this subject issued 
by the Association of National 
Advertisers. Included in the tabu- 
lations are 263 ABC and 121 CCA 
periodicals. 

The study presents data on the 
long term trend of total average 
circulation, per cent of renewal of 
expirations, black-and-white page 
rates, rate for one time and for all 
issues; the cost per page per thou- 
sand circulation, the agency dis- 
count, cash discount, the publish- 
er’s net rate per thousand circula- 
tion at the one-time rate, the per 
cent of miscellaneous and unclassi- 
fied circulation. A limited number 
of copies are available to nonmem- 
bers of the ANA at $5 per copy. 


a Heads Ludlite Sales 


Truman B. Brown has been made 
manager of Ludlite sales for the 
Allegheny-Ludlum Steel Corpora- 
tion, Pittsburgh, with headquarters 
at Watervliet, N. Y 


Network Time 
Sales Hit Peak 
for Five Months 


New York, June 4. Continuing 
to indicate that network radio busi- 
destined to reach another 
all-time record this year, substan- 
tial gains both for the five months 
to date and for last month were 
reported today by Columbia Broad- 
casting System, National Broadcast- 
ing Company and Mutual Broad- 
casting System. 

For the first five months of 1940, 
combined billings of all three 
reached $39,962,77 This repre- 
sented an increase of 15.2 per cent 
over the comparable 1939 period 
when the total was $34,705,375. In 
May, combined volume was $7,927,- 
535, or 12.7 per cent ahead of May, 
1939, when the total was $7,034,350. 


ness is 


CBS billings for the five months 
to date were 22.9 per cent ahead of 
the same 1939 period, the 1940 total 
of $17,313,159 comparing with last 
year’s figure of $14,092,793. In May, 
1940, CBS business amounted to 
$3,570,727. This was 15.3 per cent 
ahead of the comparable 1939 month 
when the total was $3,097,484. 

NBC volume of $20,917,776 for 
the first five months topped 1939's 
figure of $19,216,533 by 8.9 per cent. 
Last month, NBC billings were 
$4,034,622. This was 9 per cent 
ahead of the comparable month last 
year when the total was $3,702,102. 

Mutual, recording its highest five- 
month and May totals, chalked up 
a 24.3 per cent increase over the 
cumulative period. This vear, bill- 
ings were $1,731,843 compared with 
$1,396,049. The MBS May increase 
was 37.2 per cent, with $322,186 as 

jagainst $234,764 last year. 


Fox River Appoints Wesco 

Paul C. Wesco has been appointed 
sales manager of the Fox Rive 
Paper Corporation, Appleton, Wis 


Indiana U. Plans 
Consumer Meeting 


An all-day conference on _ busi- 
ness-consumer relations is to be held 
at Bloomington, Ind., June 18 under 
the auspices of school of business of 
Indiana University, in cooperation 
with a number of women’s organi- 
zations. 

Scheduled speakers include Don- 
ald Nelson, Sears, Roebuck & Co.; 
H. F. Anderson, General Mills; 
Faith Williams, Bureau of Labor 
Statistics; Prof. Fay Gaylord, Pur- 
due University; Prof. Raymond 
Rodgers, New York University; and 
Dr. J. Frederic Dewhurst, Twentieth 
Century Fund. Question and answer 
sessions will be conducted by Aubyn 
Chinn, Borden Company, Chicago, 
and Dr. Josephine L. Peirce, Gen- 
eral Federation of Women’s Clubs. 


Advances G. T. Crisp 


Gregory T. Crisp, vice-president 
and underwriting manager of the 
American Mutual Liability Insur- 


ance Company, has been appointed 
general manager of the sales de- 
partment. 


Get the R/CH CREAM 


Bossie really g-i-v-e-s in “America’s Money Belt” 


7 


where 17° 


of the total cash farm income of the 


nation is produced. And that means cream for you 
... with our million-and-a-half families spending 
annually more than $1,500,000,000 (that’s not 
skim milk!) with retail outlets in the area. 


You should be getting your share of this rich 
market ... and you can. If you'd like to dip into 
the bucket, just remember The Cowles Stations are 
the ones with the “pull” in this primary area of 
385 counties — covered completely by our three- 


way combination. 


We're not making any half-pint statement 
there. In fact, we have a right dandy “mail and 
sale” record we'd like to show you. Write us today 
... we'll squirt some creamy facts your way. 
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of TEXAS 


ARE UPON YOU 
when | 


| 
| 


Yes . . . Texas has big ears! 
All the better to hear you 
with, and that vitally im- 
portant message of yours. 


And... the ears of the big 
Texas market are upon you 
when you put your message 
on WOAI, the Southwest's 
favorite '‘'listening-post.'' 


But . . . you've got to bear 
in mind that it's Listener 
Preference, as indicated) 
by all accredited surveys, 
plus Power, and lots of it 
(day and night) that puts. 
WOAI in the lead as the 
chosen radio advertising 
medium for this market. 


So... if you want to sell 
the great Texas market ec- 
onomically, you'll need the 
pulling power of W O A I's 
NBC Red and Blue, and Texas. 
Q uality Network affiliations 
and its many popular local 
programs ... plus W O Al's 
50,000 watts Power! Details 


gladly furnished on request. 


50,000 WATTS * CLEAR CHANNEL 
NBC * TQN AFFILIATE 


Represented Nationally by Edw. Petry & Co. 


Home Owner Gets 
Preview of 


Keasbey & Mattison 
Develops Potent Aid for 
Salesmen 


Ambler, Pa., June 6.—A _ simple 
new process, called “Photosiding,” 
has been developed by Keasbey & 
Mattison Company to enable 
home owner to see how his 
will look when equipped with Cen- 
tury asbestos cement siding shin- 
gles. One of several visual pro- 
cesses perfected by the company, it 
designed to get the order by 
giving the prospect the “before and 
after” views which have always 
proved so effective in advertising 
and selling. 

“Photosiding,” according to Henry 
C. Whittlesey, K&M advertising 
manager, particularly 
when the home owner tells the deal- 
er’s salesman that he must have a 
few days to “think it over” 
signing a roofing or siding contract. 


1S 


Is 


| 


| 
} 


| 
| 


the 
home | 


valuable | 


before | 


The new plan enables the salesman | 


to put the interval to good advan- 
tage and return armed with am- 
munition which may turn the tide. 


How to “Photoside” 


The selling process begins with 
a photograph of the home on which 
the salesman has designs. The sim- 
plest type of camera may be used. 
The negative then enlarged to 
8x10 and two prints are made. The 
salesman carefully cuts out the 
entire sidewall section of the house 
from one of the prints with a razor 


Is 


or any other sharp instrument. 
Parts of the sidewall area which 
will eventually be placed in their 


original positions, such as doors and 
windows, are cut out separately and 
retained. 

The cut-out photograph is pasted 
on a background for which 
Keasbey & Mattison Company 
applied for a patent. This sheet, 
gray with horizontal black lines and 
almost invisible vertical irregular 
veins, is virtually a photograph of 
Century siding. Windows and doors 
are replaced in their proper 
tion. When the salesman has com- 
pleted his task with the help of 
rubber cement, he has two pictures 

one of the house it stands, 
another as it would appear with the 
improvements. Keasbey & Mattison 
describes the contrast “a new 
and clinching demonstration.” 


sheet 


has 


posi- 


as 


as 


Other Sales Aids 


To dealers’ salesmen en- 
gaged in cold turkey canvassing, the 
company has made available a four- 
color reproduction of a rare 17th 
century map of Tartary (Asia). A 
notation on the map relates that in 
one section of the country the in- 
habitants “dug an earth called by 
Pliny terra asbestos, having fine 
veins like grass, which being spun 


assist 


and weaved yields cloth that will 
not burn in the fire.” The map 
represents a decorative addition to 


any home, and possesses the further 
virtue of leading the salesman into 
the story of asbestos siding and roof- 
ing 

Keasbey & Mattison Company is 
also courting the good will of the 
architect, key figure in home mod- 
ernization, with kit containing 
nine pages of color swatches, visu- 


alization sheets and an instruction 
folder. On each swatch sheet are 
80 miniature shingles of a given 
color, scored for easy removal. By 


detaching these shingles and pasting 
them up on the visualization sheets, 


the architect may work out any 
combination of design quickly and 


easily. Thus he can present to his 
client a preview of the roof he be- 


lives is most apposite to his needs 


Stewart to Lee Network 


Jack Stewart has joined the Don 
Lee network as an account execu- 
tive with headquarters at KHJ, Los 
Angeles He was formerly with 
NBC sales staff and previously com- 
mercial manager of KGB, San Diego 


| 


| 
| 
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BEFORE AND AFTER 


VIEWS FOR SIDING 


Robinson-Patman 
Got Results, 
Says FIC Official 


New York, June 6.—Results 
tained through enforcement of «if 
ferent provisions of the Robin 
|Patman Act were revealed he 
|two ways this week when a Fed: ra) 
| Trade Commission spokesman 4 
serted that the law has been lar-ely 
|responsible for a $5,000,000 an) 


— 


' 


| reduction in the price of balers’ 
| yeast, and when the Great At!) ntic 
& Pacific Tea Company disclose; jts 
|plan for compliance with the court 


| decree the 


from 


preventing company 


accepting brokerage 


es 
ances on its purchases. 
| <A. W. DeBirny of the FTC, spcak- 
|ing before the National Confec:.on- 
‘ers Association convention, tr ced 
the $5,000,000 savings to bakers to 
FTC orders against two le ng 
| yeast manufacturers forcing em 
|to desist from selling their product 
at different prices based on ‘otal 
|volume purchased or required - 
|monthly. He compared the dis- T 
count schedule formerly employed a 
| with that now in use, and showed 
that some purchasers may now buy 
for one-third less. Because smaller 
| yeast manufacturers could no longer Uh 
obtain former high prices, the re- 
duction was general throughout the 
| industry. ; 
The A & P policy was outlined in in 
a “Manual on the Robinson-Patman 
Act.” In announcing issuance of 
the manual to assist its executives W 
and buyers in complying with the 
|Robinson-Patman Act as __ inter- N 
preted by the courts, the Great vert 
Atlantic & Pacific Tea Company pro 
said today that it has never har- and 
bored any serious intention of at- Ork 
tempting to eliminate the broke: sign 
Last January it was widely re- Dix 
ported that A&P would cease buy- Ork 
3 ing from manufacturers who sel! ger: 
cule eee through brokers. This story was Nev 
Siena given credence because it followed S 
OS | confirmation of a Federal Trade dail 
Sel Commission order by the United in t 
These views show how Keasbey & Mattison helps siding prospects visualize what rene Court of Appenis, bape “eh suc! 
their house will look like after the face-lifting treatment has been applied. A fusal of the Supreme Court of tx Bee 
full-view picture of the house as it stands, plus a duplicate from which side walls United States to review the case, in Bee 
have been cut out, after which the photo is pasted down on a special paper which the chain was forbidden t Bee 
simulating the company’s siding, do the trick. accept payments “in lieu of brok- Dix 
erage Pelj 
oO P Pay ARP ‘ 1-4 
Institutional handles Dodge and Plymouth cars|, "mykesman for AGP said wey an 
and Dodge trucks. Keeling Com- ‘ ‘ ie wo ‘ sim 
’ any. Inc.. Indianapolis. has the when a few paragraphs were lifted drir 
pany, : } ’ : ; . : 
Copy for Oldest aeeount from a brief filed by its legal coun- is re 
P : sel by news services. These e€x- the 
U. S. Car Dealer wa , : - cerpts gave an erroneous impre ssion T 
Pottsville Republican without their context, he asserted is u 
Indianapolis, June  5.—Capitol | 
Motors of this city, founded in coy Paper Colored, Perfumed Breakdown of Costs at 
is beckoning sales with an institu- The Republican, Pottsville, Pa., The new A&P manual, prepared with 
tional campaign in local newspapers meee 5 —— ' une- by the Washington law firm of has 
: / rime” edition May 22, using col- | > a a a a 
founded on the dependability of the 5red paper throughout, and scented Feldman, Kittelle, Campbell & that 
dealer as indicated by the fact that) ink. Ewing, emphasizes that the neces- writ 
it is “The Oldest Automobile Dealer Jay H. Zerbey Jr., is publisher. sity of paying brokerage by no of t 
in U. S.” a means sacrifices the strategic ad- S 
The confidence which Capitol vantages which the chain has long mer 
Motors customers have in the sais LaSalle Names Kelly enjoyed by reason of its size and app 
pany is driven home with such copy LaSalle Hotel, Chicago, has ap- efficiency. Savings resulting from pan 
as this: “Send out a 1940 green pointed Thomas F. Kelly and As- buying in large quantities hav 
coupe and pick up my old ear,” Sociates, new Chicago advertising been held legitimate, the manua 
“I'm off for South America for two ®8en¢y, to handle its advertising | points out, and may be passed along 
years and I can’t take my car with and public relations work Daily to A&P by its suppliers 
: . newspapers in the Chicago area : . bint 
me. So take it, sell it, and give me | wij] carry the bulk of the hotel's Since the decree affects ” 
credit on a new Dodge two years advertising. but savings “in lieu of broké« ge 
from now.” Service buttons worn a the manual said, the chain ma) 
by Capitol Motors employes also Watson Joins Pepper continue to enter rie agree! re 
are emphasized in one advertise- with suppliers which reduce 
ment Kenneth C. Watson, formerly with Company buyers are exhorted t 
The campaign calls for weekly J. Walter Thompson Company and exercise the greatest diliger ti 
” previously director of public rela- , 
insertions in both the Indianapolis tigng for the Commercial Credit COMPlyY with the law and a‘ =" 
News and Star, space running from Company, Baltimore, has joined Sellers with their obligation 
375 to 400 lines. The company J. W Pepper, Inc., New York agency. | pass on prohibited brokeragt 
— 
YOU Ire now selling ¢ ting or lithogray ccessfully in the middle west 
YOU tre selling cessfully because you have ideas; can interpret the t 
they mean sales f ~ustomer 
YOU mnt t IK¢ > tina can 1 r present connection 
WE 1ré e of t tstanding lithographers the United State 
WE king for YOU to take over our Chicago representation 
A jiving a complete picture of what you have done and are doing will be ke KK 
LETTER strictly confidential and will open the way for development os 
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CHILDISH ART TELLS BREWERY STORY 


+ eee ee 


‘YOU BRING Ludy 


7 


pwish | WAS ~ PELICAN! 


| Los 


Typical two-color back bar signs, which in turn are miniatures of 24-sheet posters, 


which Dixie Brewing Company, New Orl 


eans, is using in a campaign attracting 


smiles and sales. 


Unique Simplicity 
in Dixie Beer Ads 
Wins New Orleans 


New Orleans, June 4.—An ad-| 
vertising campaign which has 
proved as successful as it is simple 
and unique is being waged in New 
Orleans newspapers, point-of-sales 
signs and in 24-sheet posters by the 


Dixie Brewing Company of New 
Orleans, maker of Dixie beer. Fitz- | 
gerald Advertising Agency, Inc., 
New Orleans, has the account. 

Small newspaper space is used 
daily occupying the same _ position | 


in the paper every day, to put over | 
such copy as “Ummmmmm!!! Dixie 
Beer,’ “It’s Got Oomph! Dixie 
Beer,’ “It’s Dixielating! Dixie | 
Beer,” “You Bring Lulu, I'll Bring | 
Dixie Beer,” and “I Wish I Was a 
Pelican! Dixie Beer.” The last-| 


named copy is accomplished by a 
simple line drawing of a_ pelican 
drinking a bottle of the beer. Lulu | 
is represented by a line rendition of | 
the 12-year-old school. 
The spirit of all advertisements | 
is unconventional. In fact, Joseph | 
H. Epstein, vice-president of the | 
agency, that “one difficulty 
with campaign has been that it 
has convinced thousands of people 
that advertising is mighty easy to 
write, and it has inspired hundreds 
of them to bring in suggestions.” 
Some of the newspaper advertise- 
ments are the same as those which 
appear in larger form on_ posters 


says 
the 


KAUFMANN & FABRY CO. & 


mond, 


i Jr... 


| tracts 


and back bar signs. No advertise- 
ment is repeated more than two or 
three times, and a_ representative 


| showing of posters is used in such 
}a way 
| are 


that three different designs 
shown simultaneously. 
An _ intensive radio advertising 


UMMM!!! 


Dixie BEER ~ 


ITS GOT \\F\y 


OOMPH! (-') 


DIXIE BEER —— 


Dine Brestre Co tne New one La 


Zé 


T'S 
 SIELATING! 
pix 7 ff 


ol 

Three examples of the unconventional, 

small-space newspaper copy being used 
for Dixie beer. 


Dine Brewing Co, tee. New Orivans, Le 


campaign also is being conducted 
but along more orthodox lines, “at 
least,” Mr. Epstein, 
utilize television.” 


says 


Elect a President 


of Boston Ad Club 


Edwin E. Leason has been elected 


|president of the Advertising Club of 


He is 
treasurer 
Inc., Boston. 
Louis Glaser, 
Gottschaldt, Inc. 

Other officers are: lst vice-presi- 
dent, John C. Nicodemus, Kennedy’s, 
Inc.; 2nd vice-president, John A. 
Smith, John A. Smith and Staff; 
treasurer, Arthur P. Howland, 
Tileston and Hollingsworth, Inc., 
and secretary, Theodore L. Southack 
Sanborn ne 


sales 


of 


Boston. 
assistant 


manager and 

Dickie-Ray- 
He succeeds 
president 


“Star Weekly” Rates Up 


The Toronto Star Weekly has is- 
sued a new rate card, announcing | 
increases effective Jan. 2, 1941, and 
provision for one-third pages in| 
color in the magazine section. 
ent advertising contracts will 
protected until expiration and con- 
dated after June will carry 
the old rates to Dec. 31, 1940. 


Develops “Artscaler”’ 


A celluloid device for determining 
reduction or enlargement from art 


“until we 


| The 


| State 


| tising 


‘Freedom of Radio to Be 
‘Saluted at Fairs 


Plaques dedicated to the freedom 
of radio in the United States will 
be unveiled simultaneously at the 
New York and San _ Francisco 
World’s Fairs either Aug. 3 or 7. 
fair committees are planning 
an hour's radio program. 

The presidential nominees of both 
major political parties will be in- 


| Vited to speak on the program. 


Tabloid for Madison 


The Badger 
tabloid newspaper, has 
launched in Madison, Wis., 
Sean O’Fogarty as editor’ and pub- 
lisher and Ed Usher, formerly ad- 
vertising manager of the Wisconsin 
Journal, Madison, advertis- 
ing manager. The paper is delivered 
free. 


Express, a weekly 
been 


with 


as 


| Specifies Bottle Sizes 


The Pennsylvania Liquor Control 
Board has ruled that liquor adver- 
must identify bottle sizes 
“quart,” “four-fifth quart,” 
“pint.” 


as 
or 


Western Changes Name 


Western Advertising Company, 
Angeles, has changed its name 
to Western Advertising Agency and 
has moved to new quarters at 719 
S. Flower street. 


Visitors to N. Y. 
Linger Longer, 


Spend Freely 


New York, June 6.—The average 
“conventioneer” spends $97 if the 
meeting he is attending happens to 


be in New York, but only $62.50 if 
the gathering is held elsewhere. 
This is the conclusion of the New 
York Convention and Visitors Bu- 
reau of the Merchants’ Association, 
which has just completed a survey 


on the question and compared re- 
sults with those secured by the 
International Association of Con- 
vention Bureaus in a national study. 

The average stay in New York of 
members of an association holding 
its convention there is 5.2 days, 
compared with the national average 
of 4.3 days. The longer duration 
of the visit in New York accounts 
in part for the larger expenditure. 
The New York pattern differs in 
many respects, however, from that 
of other cities. 

The New York delegate spends 
25.2 per cent of his total outlet 
for hotel accommodations, compared 
with 27.11 per cent for other cities. 
Food accounts for 20.3 per cent in 


New York, compared with 23.54 per 


cent in other cities. The entertain- 


ment 
York, 


ratio jumps sharply in New 
where it accounts for 27 per 
cent of the total, against 17.27 
per cent elsewhere. Retail and de- 
partment stores get 23 per cent of 
the budget of the New York visitor, 
compared with 22.75 per cent in 
smaller cities. 


as 


Art Photo Associates 
in New Studios 


Art Photo Associates, 
has moved to its new 
studio, occupying several 
330 N. Michigan avenue. 
ernizing and streamlining of the 
plant is the work of Abel Faidy, 
architect. In anticipation of an in- 
crease in the use of photo-murals 
both commercially and as _ interior 
decoration the company has_ in- 
stalled special facilities for that 
sort of work, including a mural 
washer able to take prints 11 by 5 
feet in size. 

A dryer 
glossy prints and 
one operation also 
stalled. Hamilton 
of the plant. 


Chicago, 
plant and 
floors at 
The mod- 


which dries negatives, 
matte prints in 
has been in- 


Noyes is owner 


Porter Joins L&T 


Charles Porter has resigned as 
classified advertising promotion 
manager of the Los Angeles Ev- 
aminer to join the art department 
of Lord & Thomas, Los Angeles. 
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of Glaser, | 
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Pres- | 
| 
be 


‘ S$. WABASH AVE + CHICAGO | work or photos is being produced | 


TELEPHONE HARRISON 3135 & 


by Beattie 
Ore., 


& Hofmann, Portland, 


printer. 
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HAMMERMILL ANNOUNCES 
Mw YES ta cove papers a 


NEW LIFE 
and SNAP... 
for your catalogs 


Here’s your chance to make your advertising 
click with a cover that’s a stopper! 


OT a new product .. 


glance, 


. a new improvement on an old product? 
Introduce it with a catalog that clicks . 


. that says at a 


‘*Here’s something worth looking into!’’ If your catalog 


or booklet contains News, give it a cover that says News. Give 
it a cover that’s a stopper—a striking new color, a different 
finish, a distinctive new weight. Dress it up with new Hammermill 
Cover ... and give it a head start with your prospect. 


See for yourself these sparkling new cover paper styles. Use 
them to put new life and snap into your next advertising piece. 
Send for the complete new 45-page sample book of Hammermill 


Cover Papers. Weight, size, color, 


finish—it will give you quickly a 
new answer, and the right answer, to nearly every cover require 
ment. Mail coupon for your copy now. 


NAME _____ 


POSITION 


" 


‘ae Fi Pe Be 


* attach to, or write 


7 


A NEW 
FINISH... 
that’s richness itself 


3 NEW 
WEIGHTS... 


to meet new demands 


COLORS... 
eye-stoppers, every one 


A NEW FINISH... : ae 
in De Luxe Ham- 


mermill Cover. A luxurious finish 


“Sandstone” 


that answers the call for 
thing different.” 


“some- 


3 NEW WEIGHTS... 
In 


ish. 


white—antique fin 
160 


160-pound weight is 


or ripple 
80-pound, 
The 
especially 


100-pound, 
pound. 
adapted for modern 
mechanical binding. 


5 NEW COLORS... 


Straw —a mellow India tint 


Lime — warm, appealing light green 
Gold —as rich and sparkling as its 
name 


Cobalt—a powerful, brilliant hue 


Tangerine —a 
orange 


striking new red 


Hammermill Paper Co., G, Erie, Pa. 


Gentlemen: Please send me the large 
Sample Book of Hammermill Cover Paper. 


Dept 


on, you 
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Golden Gate 
Exhibitors Use 
More Showmanship. 


Like Amusement Men, 
They Have Profited 
from Experience 

San Francisco, June 4.—Like its 


New York contemporary, the second 
session of the Golden Gate Interna- 


tional Exposition is doing better. | 
Act 2 opened a week ago for its! 
short summer run, with a new 


management and policy, and a new | 
and glamorous color palette, but | 
with the same old fiesta overture, so | 
dear to the Western imagination, of | 
ten gallon hats, fantastic whiskers, 
and ferocious six-shooter cap pistols. 

Externally the Fair has changed | 
but little, as only a few minor} 
structures have been removed. The 
magnificent landscaping is even bet- 
ter than last year, as the shrubs and 
flowers have had an added year of 
growth. The bright new color 
scheme carried out on all structures 
has added a strongly Hollywoodian 


touch to the daylight appearance, | 
much more in keeping with the 
beautiful color harmonies of the 
night illumination. And in turn the 
lighting has been stepped up in} 
candlepower and _ color combina- | 
tions, until the visual impact of 


Treasure Island is comparable only 
to a Technicolor movie come to life 
on a Gulliver scale. 


Appeal to Home Folks 


The change in management and 
policies is equally noticeable. Con- 
trol was taken away from the finan- 
cial high-hats, in the reorganization 
of last winter, and turned over to 
the San Francisco Chamber of Com- 
merce group. And as is to be ex- 
pected from a California chamber, 
showmanship and promotion that 
appeal to the mass public have 
come into their own. Obviously the 
Fair was forced to go American in 
a big way, although Pan-American- 
ism is included in this. But the 
long distance tourist trade was left 
largely to the transportation and 
travel interests, who are naturally 
interested professionally in building 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St, Wabash 8655 
CHICAGO 


™ just imagine! One of ow own customers planning to borrow trom another bent © 


to buy @ new cor! Said he didn't know we made auto loons Well, he knows > 


where reoree & 


IT’S TAX TIME AGAIN 
Pay YOURS with © Colifornio Bank 
Money Order ond if you find your 

self short of funds, drop jr ot on 

neighborhood office of the Bonk 
ond apply tor © low cont instoliment 
leon You hove o full yeor to pay ond 
the monthly poymen! doter cor be 
erranged fo sui! you convenence 
(April 20% is the Los Angeles City 
and County tax deodiine so hurry 


DAU 


Rod MacLean, advertising manager of 


CALIFORNIA BANK FORGETS TABOOS 


MH DAMA 


VAEDSD DWRIORS BDOWOWY 


Low COST 

AUTO LOANS 

Onty 85 per $100 erematty on the 
few $400, $4 on cach odditions! 
$100 worromed 4 yore bwyng 


© nee cor (A dightty hegher eos 


Laas | oe = 
CALIFORNIA BANK” = Sg (al ornia Dank 


NO 


18 THE BANK TO SEE FOR AUTO LOANS 


HEN THERE'S NOTHING IN THE “KITTY” 


@ Financial emergencies 

POp Up 0! the mos! inconvement 
tmes The sensible economical 
thing to do of course 4 to seve 
ohead of tume for such “rainy 
days’, but very offen © penser 
+ cought unprepored — with 
nothing in the kitty) @ Mext 

best thing to do (when it's too 
late to seve) @ te apply for « 
low cos! Caltorme Bont install 
you hove o@ full 
year to poy ond monthly pey 
ment dates con be orranged to 


ment Loon 


wit your convenience @ Ask 
ot an) neighborhood ofe of 


CALIFORNIA BANK snes se sons. 


the California Bank, Los Angeles, thinks it 


business, he says. 


IN NEW CAMPAIGN 


mewere 


BUILDING A NEW HOUSE 


it’s THAT time OF YEAR AGAIN 
The lork's on the wing, poets ore gushing sentiment and whimsy, the old 
homing wnahinct is storing to percolote 1 YOU RE gomg to burid the Spring 
wolk (or run) to the neorest newhborhood Colitormoe Bank office ond lets 


talk about o real estote loon - YOUR real estote leon 


CALIFORNIA BANK 6 we see me cee 
Wi 


ath 


And 1 yoy 10 pionnng to Neve ther bind 
A ter te Sern Coiterno Bent com 
ney vow We ve hnenced millon of dol 
tore wort of homer ond oo @ lee te tok 
fe yey ebow Knoncng yours wt © low 
cov rool exere io PHA) cor 8 ot 


ony convener! neghborhood offs of 


© © CALIFORNIA BANK suse 10 10 1 us 


important to convince prospective cus- 


tomers that bankers are human beings, so in a new campaign running in newspapers, he's discarded all the old taboos of 
the banking business in favor of light, sparkling copy like the six pieces shown here. 


It's working, too, in increased loan 


the “people next door” and their 
cousins up in the valley, who last 
year showed remarkable enthusiasm 
over staying at home. 

Prices have been cut all over the 
place, and every effort made to con- 
sider the comfort and convenience 
of both the public and the exhibitors 
and concessionaires. Popular prices 
ranging well below a dollar have 
been set for all attractions. Food 
prices have been lowered and exten- 
sive picnic and barbecue facilities 
provided. Parking lot prices are cut 
in half. Bay Bridge and ferry tolls 
are a third lower, with better ar- 
rangements for handling peak loads. 
Single admissions are still 50 cents, 
but a wide variety of combination 
cut-price admission books has been 
offered, and have sold by the thou- 
sands. Advance sales of these ad- 
missions are reported ahead of last 
season's totals. 

Sally vs. Sally 

In keeping with the policy of giv- 
ing the public what it wants, enter- 
tainment features have been greatly 
enlarged. The Cavalcade of Amer- 


ica is showing the largest stage 
production ever produced, with 
steamheated bleachers and_ glass 


radio - exclusive 


- dgniin ae . are SS ae ae 


over ST. LOUIS KWK . 


a full-size Hollywood sound stage 
with real Hollywood actors making 
real movies, and Scalici’s European 
puppets, are all new—and all in- 
doors. The Folies Bergere, with a 
new and larger show, is out to beat 
its box-office record of last year. 
The Gayway, completely revamped 
with new illumination, has added 50 
per cent more concessions. Sally 
Rand is even more ubiquitous than 
ever—such a thing being possible 
for Sally—with Sally Rand’s Nude 
Ranch and Sally Rand in Person 
blitzening at each other from oppo- 
site ends of the incandescent trail. 

The change in policy is also re- 
flected in exhibitor participation. 
Over 90 per cent of last season’s 
exhibits are back, many of them 
with larger space. Heinz in foods, 
Dupont in chemicals and Chrysler in 
automobiles are the only notable 
absentees. And in keeping with the 
general trend toward bigger and 
better entertainment, static product 
displays are passe, with all the em- 
phasis on educational and scientific 
features, tastily seasoned with 
showmanship. Intimate theaters as 
a part of the exhibitors’ displays 
have blossomed all over the island, 
and there are now so many places 
to sit in comfort and watch an en- 
tertaining film or lecture, that the 
foot comfort stations have reduced 
their kiosks by one-half. 


G-M Biggest Exhibit 


Ford is still in the same building, 
with an entirely new exhibit going 
in more than ever for demonstration 
|lectures. General Motors has moved 
out of the Transportation Building 


three-fold. 
diorama in its 


jing its space 
showing a 


G-M is 
theater, 


| 


|Chemical is featuring plastics and | Is: 
in | Picture of the product ready for 


| Healey, 


P | Curtis, 
into the one opposite Ford, increas- 


and its exhibit, surpassing the best} 
efforts of the Hollywood studios, is} 


the most elaborate at the Fair. The 
petroleum cooperative exhibit has 
jtaken more space to enlarge its 
theater, and has added many new 
scientific features. Transportation 
interests, all back in full force, have 
expanded their space and gone in 
| Strongly for moving exhibits. 
General Electric has enlarged the 
studios of its short wave broadcast- 
ing station, in daily operation to 
| South America and the Orient. A 
|new feature is a complete five-room 
bungalow built entirely of plate 
|glass, which will be occupied by an 
assorted family, mostly female, who 
| will go about their daily routine of 
living without even so much as a fan 
to hide behind. Westinghouse is 
featuring modern refrigeration and 
other domestic appliances. Singer 
Sewing Machine has added a 
theater, and will conduct sewing 
classes by film. RCA is going in 
| for increased television showings 


| Wis., 


up travel volume, and most of the|screens to temper the brisk Pacific | Bell Telephone is still featuring long 
official promotion was directed at| breezes. The Billy Rose Aquacade, | distance connections, but has added : 
Dow | that one typical question on the list 


a few trans-oceanic lines. 


Libby-Owens-Ford is showing 


use all the latest developments of | 4S¢- 


glass. 
Foods Are Identified 
Foods and beverages have gone 
eminently practical, as most of the 
products exhibited are being served 


| to the public in actual menus, over a 


sen 


Pre-Testing of 


Packages Done 
with Checklist 


New York, June 5.—Having 4}- 
ready been applied to most ot 
forms of sales promotion, pre-tes: 
ing is now being extended to p 


ages according to a method of 
analysis developed over a nine-year 
period by deVaulchier, Blow & \yj]- 
met, Inc., New York industria] 


designers. 


| 


As explained to ADVERTISING \cr 
here today by Georges Wilmet. 
president, and Carl Drepperd, the 
system is essentially a checklist of 
30 principles to which a yes or no 
answer is possible. Application of 
the method, according to them, as- 
sures public acceptance of proposed 
packages before any investment js 
made in materials and equipment 

Mr. Wilmet declared that there js 
nothing new or revolutionary in the 
checklist, that principles included 
are well-known by all leading de- 
signers, and that the only thing 
novel about the method of analysis 
is that for the first time all available 
knowledge as to what lends selling 
power to a package has been pooled 
and put into usable form. 


Ratings Vary Widely 
Although Mr. Wilmet declined to 


reveal the complete system because 
|of competitive reasons, he did say 
“Does the 


package contain a 


| None of the questions on the list 
is given any more weight than any 
other, and a percentage rating for 
each package is obtained by simply 
dividing the total number of correct 
j}answers by 30. Best packages rated 
|so far have scored in the high 80s, 


wide variety of lunch counters and| with the average for good packages 


tea tables. 
has been 
struction 
with 


taken over by the 
industries, 


manufacturers 


con- 


and 


“Homes and Gardens” | about 75. 


Some rate as low as 13 
Advantages of the method, 


aC- 


cooperating | cording to Mr. Drepperd, are that it 
material |enables a manufacturer not only to 


men, who have arranged a tabloid} insure that a new package contains 
education exhibit in home construc-|as many selling factors as possible 


tion and operation. 


but also to have packages now in 


There are, of course, many other|use rated along with those used by 


exhibits not strictly commercial, but | competitors. 


He described the sys- 


which are just as aggressively sell-|tem as “not absolute proof, but a 
ing themselves or their products. All|reliable index” to package selling 


the foreign exhibits are in this cate- 
gory, although this year “foreign” 
is best defined as “South American 
neighbors.” Nor should the federal 


power. 

The method has been tested by 
_ having field tests made. Results 
obtained by personal interviews 


exhibits be overlooked, for their| conducted by the C. E. Hooper or- 


salesmanship is just as aggressive as 
any of those motivated solely by the 
profit motive. 


Monthlies Merge 


Effective with the July 
with Current History. Henry God- 
dard Leach, now editor of Forum, 
will remain as advisory editor of 
the new publication, Current His- 
tory and Forum. Other members of 
the staff will be John T. Hackett 
and E. Trevor Hill, editors; P. G. 


ganization have checked almost 
identically with those obtained by 
using the list. 

Dummy sketches are used in the 
janalysis, thus making unnecessary 
| costly machinery and material out- 


issue, | lays until a package design is finally 
Forum and Century will be merged | 


decided upon. 


Langson Names Frankel 
Langson Mfg. Company, Chicago, 

maker of toys, has appointed 

Frankel - Rose Company, Chicago, 


Moir, managing editor; Edward F.| to handle its advertising. 


business manager: John 
advertising manager: and 
Fred Rosen, promotion and circula- 
tion manager. Current History was 
founded in 1914 and Forum, which 


acquired Century in 1930, was 
founded in 1886. 
" s 
To “American Weekly” 
Robert D. Potter has been ap- 


pointed science editor of The Ameri- 
can Weekly. Since 1934 he has been 
news editor and staff writer for 
Science Service, Washington, D. C., 
and was previously science editor 
of the New York Herald Tribune. 


Plans Shirt Campaign 


M. Nirenberg Sons, Inc., New 
York, is planning the largest adver- 


tising campaign in its history for 
|Lion Brand shirts in the fall and 
winte Norman D. Waters & As- 


sociates, New York, is the agency. 


Fromm Names Kimball 


Fromm Bros., Inc., Hamburg, 
producer of pedigreed silver 
foxes, has appointed Abbott Kim- 
ball Company, New York, to con- 


duct a campaign featuring the 
Fromm label in women’s coats 
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stick to the job on 
letterheads envelopes 
packages and products 
Clip the coupon for 
the Colorful Book of 


Ever Ready LABELS. 


Ever Ready LABEL Grnoralion 


141-A East 25th Street © Mew York, &. ¥. 


cee eee ewww wee eee eeerrre 
,. 

| EVER READY LABEL CORP. 141. East 25th St. Mew York # Y : 
| Send FREE 48-Page Catalog of LABEL IDEAS - 
' 

* Name Title _ — - ; 
J 

: ' 
© Sa eesti nes 0 
‘ ! 
* Address __ - — 8 
8 ' 
+ City and Stete 8 


-— -— «= & ws 


a a 


ee Oe 


‘Soe... OF a Ai sts. eg m . rs i ‘ 7 wee S . . ost . a: a 
“ pw 7 ‘5h pee Si eed ee , sty is ad ‘ f 1 ae ol : : “, t ; , a, a3 y 
: a a ur 
ee 
or ee 
a z ee = | — 
2 ie ie : : % : ' | 
; a 2 =. & i | 
a oa — * iS Me 
a ~» s . et > 4 * ~~, # ow3’y* 
wt oi Se am Cet Jt SS up 
q » s ’ ; ~*~ . 4 “DW | ar 1 
| JA v2 ° at 4 / —— SN ac 
a \ : a So + == a tin 
2 : MX | - : = : 
i PA yt . : a wa E > . NE 
J mat \ 1 " Swe. F : 
oaks = = WE MAKE AUTO LOANS | vow: 3 ; as Me ce | 
4 or ee Se) eee ee r ; f 
ae * : H 
ee a 
bl ai | De 
{ Pe | | | r th : in 
: | M : — =: | | 
<P 1. f - 
See . _- J : w! 
> ” | | 4 : 
r. Ps : aria arp Pe e . : . = 
a mM Se all 
, Bs SSS A hi 
a 7 : : : as : ‘ > 
: . 7 - + il y | pi 
. : w\ t e VW ‘ ad : : in 
a = 4 a Se | 4 
: oon < . R 
oe ee eC a 
9 SO hi 
es . 
: _ pe 
a ‘i ——— Po . 
ow a eA 
ey % ne 
: ag T 
5 VW 
ee 
a." Pe : 
z a 
Ce eC v 
~ 2 n 
ie l 
ces” 
bo b 
Pa 
ee ¢ 
ee 
oe ; 
i ie bi y Sl 
a Pe ee a 
a ee h 
r ee 
; | a 
ae ee Po 
a : ioe as ee ee . ae iy 
Spine g koe 7 a eee ‘py 7a : 
a 2 iene 2% oie - 4 pa oy ‘ | ee 
we nee: eo —- = Page . ey 
r r hs a im , a a = shed Sey on .. : q 2 _ ore i 
é as @ wr “me aed pie a ae at - eh 4 Te : AA x ; ia -f 
oe BF -* wn 4 Ps — ‘i f ‘i tse nee Rae: i fs i . aaa ees { 
8 aie ‘ , aa nue ¥ Fi . 
As ty a oe . 4 | , 
Pig 2s ay aa ft & R i 4 = / 
: ’ gf ‘. « . _ —= 
hi ce re —- ’ : Ay a) 
x > ae - WE ‘ § +) 
oe: 4. ~ e ge Ae f PA G E S - 2) 8 } : 
; - ~s f 
ut CAROL = a (ABeS | 
se Pe a —— ‘ " he 
> aie , om peas [) 
j " a ; , _ 4 Be 
f | 
ie ~*~ iltagite - es heat Midi 
ik a ee 5 ' 
YY = 
Sng ES "J 
Fanfe 
aid Rh =: Sail . } ae - s ’ , . ' 3 ‘ ‘y » = - a “a > i , * ? ae ‘ ; ee . 5 
ase sy SO ea 3) ee ¥ . eae ois ao se Bae gn es, Pee See meee oe : ‘Th. fe : Ai aie Sr eae age os ; pe ey . ae ag Pinan” Doe 
Pee mcr OV EO i ee ee Me la, eee Ree oe Pee RR Be a ey ST ae ee” ee. ae a 6 es, oh eae 


| il 


June 10, 1940 


ADVERTISING AGE 


Getting Personal 


Most Jack Benny listeners probably assumed that the “Mr. 
Mortimer” referred to in a recent skit on the program was dreamed 
up by a Benny script writer. In fact, however, “Mr. Mortimer” is 
actually Benny’s boss just as the script had it, since Charles G. Mor- 
timer Jr. is a.m. of General Foods Corp., sponsor of the Jell-O show. . . 

R. A. Porter, v.p. and gen’l mgr., N. Y. office of Stack-Goble 
Advertising Agency, did not come home empty-handed from the 
recent Nat’l Assn. of Chain Drug Stores meeting at White Sulphur 
Springs. He had low net in the Class A division of the golf tourney. . . 

Jack Handscomb, gen’l s.m., Youngs Rubber Corp., is convalescing 
following the removal of his appendix. . . Pierre Harang, gen’l s.m., 
Houbigant Sales Corp., has a newcomer in the family, a 954 lb. son 
dubbed Robert. . . 

Howard A. Heller, of McCann-Erickson, is looking ahead to a 
December date with a preacher and a gal out of Bethlehem, Pa... 
Roger Thaxter, account executive with J. R. Kupsick, is honeymoon- 
ing with a Junior Leaguer. . . 

Singing the praises of Hawaii these days is A. L. Scaife, mer- 
chandise mgr., appliance & merchandise dept., General Electric Co., 
who visited the Islands on an April business trip. The sales meeting 
over which he presided was so successful that the G-E group has 
already been invited back next year... 

Atherton Hobler, Benton & Bowles prexy, will be best man at 
his son’s wedding at Montclair, N. J., June 22. Son Ed is now in the 
process of becoming a barrister at the University of Virginia follow- 
ing a distinguished campus career in athletics and politics at Prince- 
TOM. « « 

Louis C. Pedlar, veteran adman and co-founder of Pedlar & 
Ryan, has bobbed up again, this time as president of Perfume-Stick, 
Inc., which is marketing Vanistick, which loooks like lipstick but 
applies perfume to milady’s countenance. . . 

Charles Huisking, head of Chas. L. Huisking & Co., has left the 
hospital where he repaired for repairs after a fall. . . Walter C. 
Baumhogger, president of United Cigar-Whelan Stores Corp., has no 
peer as a blue marlin fisherman. He holds the world’s record for the 
largest catch... 

Karl Helm, of Arthur Kudner, has been named president of the 
newly-formed Publicity Club of N. Y. Among directors are Mary 
Tomme Edwards, Browne Vintners Co., and Robert Demme, Erwin, 
Wasey & Co... 

John A. Brice, Atlanta Journal, attended the recent SNPA con- 
vention at Mineral Wells. It was the thirty-eighth annual meeting, 
and the thirty-seventh which Mr. Brice has participated in. . . Jack 
Willem, research director for Stack-Goble, thinks nothing of a 700- 
mile automobile drive in one day. In fact, in order to be at the 
University of Missouri, Columbia, May 21, he drove the distance the 
preceding day after lunch... 

Stuart Phillips, advertising manager of Dole Valve Company, 
Chicago, is the owner of one of those cherished hole-in-one certifi- 
cates issued by the golf authorities. He dropped in an ace on the 
140-yard seventh hole at Riverside a few weeks ago... 

Winthrop M. Crane, 3rd, formerly in the advertising department 
of Crane & Co., paper maker, who has been doing volunteer Red Cross 
work in Washington since September, has been named executive 
secretary to Adolph Berle Jr., Assistant Secretary of State. . . 

Grant Olson, advertising manager of W. A. Sheaffer Pen Com- 
pany, Fort Madison, Ia., sustained a couple of fractured ribs in a recent 
auto accident, but has recovered sufficiently to be able to resume 
his duties. . . 

Mac Martin, pres. of Erwin, Wasey Co., Minneapolis, is mighty 
proud of his son, Bert, these days. Bert, an all-around athlete in prep 
school, is second baseman and captain of the Yale freshman baseball 
team. . . Associates of Huey A. Carlton, a.m. of England Bros., Pitts- 
field, Mass., department store, recently feted him in honor of his ap- 
proaching wedding. . . 

Deane E. Alexander, a.m., Geo. E. Keith Co., Brockton, Mass., has 
been elected president of the Old Colony Advertising Club of that 
city... That 55-lb. jack fish caught by W. H. Summerville, genl. mgr. 
of ww L, New Or Hcg is legend now. Just as he was posing for a 
picture with his catch the boat lurched and both landed in the Gulf 
of Mexico, only Mr. Summerville getting back successfully. Henry 
Dupre, also of WWL, and several friends were in the party... 

Walter D. Fuller, pres. of Curtis Publishing Company and chair- 
man of the Pennsylvania Job Mobilization Campaign, delivered the 
principal address at the 70th annual commencement at Ursinus Col- 
lege and received an honorary degree of Doctor of Laws... Sanford L. 
Cluett, v.p. of Cluett, Peabody & Co., and inventor of the Sanforizing 
process for the control of shrinkage in fabrics, received a bronze 
plaque as the “Outstanding Citizen of Troy,’ an honor unanimously 
voted him by leading Trojans... 

Bruce Moran, mgr. of the Atlanta office of C. P. Clark, Inc., has 
been elected president of the Atlanta Civitan Club. . . James M. Staf- 
ford, Jr., asst. a.m., Georgia Power Company, has been elected presi- 
dent of the Oglethorpe University Alumni Association. . . 

Leonard J. Raymond, pres. of Dickie-Raymond, Inc., Boston, has 
been elected to the board of directors of the Boston Chamber of Com- 

erce. . . Willard B. Golovin, pres., Willard B. Golovin, Inc., N. Y. 
ney, has returned to his desk after three and one-half months 

ence due to an injury suffered in winter sports. . . 


W.i.r. it pours for Lowell Swenson. On the same day he took 
over as advertising and sales promotion manager of the William Bros. 
Boiler and Mfg. Company his wife gave birth to an 8-pound son. . . 
Lou W. Kreicker, pres., Advertising Producers-Associated, Inc., Chi- 
( ) industrial advertising agency, is co-author of a booklet giving a 

led history of the first adhesive postage stamp, “The Penny Black 
‘hilately’s Number One.” Major H. P. Burrell, authority on first 
med stamps, collaborated with Mr. Kreicker 
Those reps who have been wondering when Jack North, time and 
e buyer for Aubrey, Moore & Wallace, Chicago, was going to be 
rried will be interested to learn that he and Elizabeth Annette 
ndersen, Lakewood, O., have been Mr. and Mrs. since March 16 last 
are now on a postponed honeymoon, motoring through New Eng- 
1 
A. E. Aveyard, BBDO; Willard F. Lochridge of J. Walter Thomp- 
Harold E. Christiansen, Henri Hurst & MacDonald; and O. A. 
(Dutch) Feldon of Liberty opened the muskie season together in 
thern Wisconsin May 25. A good time was had by all in spite of 

failure of the weather and the fish to cooperate. . . 

Bob Graham will be host to 20 of his co-workers of Jerome B. Gray 
« Co., Philadelphia, on Saturday afternoon, June 15, at his log cabin 


Mt. Holly, N. J. Refreshments will feature the products of Gray 
( nts 


GREAT AMERICANS AT HOME 


NO. 8—SOAP KING 


AT OFFICE 
REVIEWS PROMOTION FOR NEW 


LIQUID SHAMPOO ... SNIFFS 


l6 SUGGESTED SCENT 


. . L = pa 
PICKS HELIOTROPE ... 


IN AFTERNOON 
CALLS CONFERENCE TO CONSIDER NEW 
POTATO-PEELER PREMIUM FOR SOAP- 
FLAKE SALES DRIVE... DECIDES MAGAZINE 
ADVERTISING BETTER WAY TO SELL 
HOUSEWIVES THROUGHOUT NATION... 


AT HOME ‘ 
FINDS FAMILY AND KENNEL KEEPER iis 
CAN'T PERSUADE PRIZE ST. BERNARD 
TO TAKE BATH... HE LAUNDERS HIM 
LIKE A LAMB... SURE, BUSINESS 
IS GREAT... 

BUT— 


_ and the fun of living is not confined to those who can pay salaries 


to kennel keepers! Whether you are selling soap flakes or four-door 


sedans, the market that really counts is made up of people with the 
desire and the wherewithal to buy. The American Home magazine 
with its editorial pages and advertising devoted exclusively to 


ideas on living—today olfers these people more usable ideas than 


any other magazine... has gained over a million and a half new 


oped 


readers since 198: 


. Seems like a profitable market-place in which to show and sell 


your wares, 


Among major magazines, The AMERICAN THE PRIMARY HOMEMAKER MARKET 


HOME today is FIRST in percentage of: 
.. reader-families with incomes over 220 a week* 
.. editorial lines (actual) on homemaking 
..cireulation in Metropolitan Suburbs 


At a Mass Rate for Selective Selling! 


Among major women's and home-service 
magazines, The AMERICAN HOME is 
FIRST in percentage of: 


a 


‘OF AMERICA’S 
POPULATION 


.. total men and women readers per reader-family* 

.. readerfamilies with executive and 
professional family heads* 

.. cireulation in Metropolitan Markets 

.. homemaker readers per reader-family* 


os Amin HOME 


C00 


wre bt THE MARKET-PLACE FOR IDEAS ON LIVING 
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: FOR HOTEL WEEK 
Coming 


JUNE ADVERTISING LINAGE IN NATIONAL MAGAZINES 


—— 11 449 ——— 


1940. ———_1939—_. 
yO 4 COLPRRATES NATIONS Horet SHAR EME 2 Pages Lines Pages I ines Pages Lines Pages Line 
. ’ GENERAL Bares Tale CP iden cccccasans 26.1 10,961 35.7 14,97 
Con V entions Your bent home ony from home a sonteme : : . 40.9 57,433 85.2 »B.878 | Radio & Television Mirror 
J Esquire (National) 61.4 41,273 78.5 92,784 (Mac.) .. 28.4 12,1 
| a Recognized Hotel Esquire (Sp. Edition) : 9.0 6,048 6.5 1.268 | Holland’s 15.1 1] 
*Yachting .... y 63.2 39,974 68.6 $3,371 | Screenland (S.) bana 32.9 8 
June 17-21. Annual convention, | American Home . 60.7 88.338 54.4 34.417 | Romantic Magazine (F.). 27.6 11 
National Editorial Association, Ho- | fetter Homes & Gardens.. 58.0 36,666 17.3 9 G00 Siver Screen (S.). 21 9 | ) 
Y , *Motor Boating 3 ; 70.2 30,3 7 34.862 |°Glamour ...... 27.6 
tel Roosevelt, New York. Motor Boating ... ae sees ON ee ee ou8 
. ' : 1 ¢ osmopolitan , 7 , 67.6 29 025 6 1,169 Picture Play 15.5 6 
June 18. Summer meeting, Na- | Town & Country : $3.1 28,987 50.2 33,772 | "Woman's World ' 9.7 f 
tional Publishers Association, Gar- Nation’s Business 51.1 21.932 41.0 17.577 | Home Arts Needlecr: ft. 5.4 ; 
den City Country Club, Garden City, House & CGurden. ‘ . 34 6 21,886 10.7 25 722 ¥ : eee 
L. I., N. Y | The HOTEL. 4 Aaset to the Community { Service to the Nation! | aa rican. . 50.7 21,054 9.2 25,587 | Total Group cco 50) 
‘i. on : : | House Beautifu » S38 21,216 ) 22,500) STANDARD 
June 23-26. Annual conv ention, fait Redbook ...... o++- 46.1 9,792 44.5 19,086 | Harpers Magazine 26.3 6,250 a3.7 7 
Public Utilities Advertising Associa- Country Life . 26.4 17,717 30.0 20,199] Atlantk Bos aha 22.6 5,390 27.9 f 
tion, Chicago. Popular Mechanic 72.1 16,163 74 16,654 | Current History 13.7 3,062 9.3 ; 
: Sunse 28.6 277 34.5 31 Fo 3. 2,97 3. 
June 23-27. Annual convention, | : : B a “ur, fe 17 . o 1 $s a 1 + a . sews M. ry . : ; a + ‘- 0 
,. . . | Boy's Life 4.4 é ek ob mericatr ereury ’ »» » 
Advertising Federation of America, ‘* | Popular Science 52.8 11,829 63.2 14,149 . 
Chicago. Instructor ‘ 15.3 10,479 11.0 7,515 | Total Group ........... 19.363 
June 24-26. Annual meeting, pS ae oe +} wo TRS SES | OUTDOOR MAGAZINES 
u ici i a7 : se ° . .* . i.” ‘ ow 2,52 ‘ ‘ > , 
Newspaper Advertising Executives =< * | National Geographic 24 4 7.123 36.4 8.661 zone & Saree. ap pe 
Association, La Salle hotel, Chicago. | Mechanix Illustrated . | 29.3 6,557 29.8 6.676 ee by rn 40 : 17.683 30 7 , 
. oOo © ‘ba 4, tht Be.2 ‘ 
July 3-5. Annual convention, | “Grade Teacher ..... 14.2 6,262 12.1 5,335 | American Rifleman 23.0 9,867 21.7 
Trade Association of Advertising lowa HOTEL Association je = ae : r rald ~ - 6,099 "3 : ane | National Sportsman ; 294 9482 214 ‘ 
. . . eT tome or IOVS 2 H,00%0 O30) . - ‘ aa e 
Distributors, Stevens Hotel, Chicago. J = ner Bonar ~ alban Ao ' S6 aR 74 51123 Hunting & Fishing........ 18.9 8,093 20.8 . 
j - S sealer nts =i 4 Sah arciias . YF? |) Pur-Fish-Game 18.3 7,838 Le i 
, Y- E onvention, ; P , . ovame “a , io gan , 2 
July 7-10. Reg ne A pnt a This full-page copy in the Des Moines ‘Imp vement ara 13.1 eee 13.8 ees 1OURMOONS cis csess 15.0 6,469 11.6 { 
Pacific Advertising Clubs Associa- Sunday Register June 2 was one of the Scientific American 12.4 321 144 6.196 | cuiaeneetnan 143 2139 199 ets: 
tion, Vancouver, B. C 4 ‘American Forests 12.5 zo 10.5 1,410 | 
, VE iver, B. ©. : promotional features of the lowa Hotel Auntie tdeeties 12-0 5 168 29 5 5ae | ahs m ~— 
August 4-7. Annual meeting, Na-| Agsociation's tie-up with national hotel | vio & Decoration . 7.9 1,082 12.4 7,814 | —— oOo — a 
tional Association of Broadcasters,| week. Fairall & Co., Des Moines, hane | praye) the a eee 7 ¢ rr 07 seg, | MALL ORDER ; 
eek. ‘ I \ rT x an ie 1,7 10.7 a = <p ; : ‘ - a > axe 
San Francisco. dled the association's advertising. Physical Culture . 11.0 4,735 2.1 5,180 | ¢ Seoess & Good Stories 5.8 or 14 2.968 
Aug. 12-15. Annual convention \*Thrilling Group ....... 15.3 3.428 1.7 | Mother's Home Life.... - 2.5 737 A 
= ‘ or P ° ° 4 * . ‘tective We . . 7.3 6156 9.2 - 
National Sign Association, Hotel el an cell Stil css am ny 3 Total Grows ........... 5 995 
Pennsylvania, New York. Both Extends |*Popular Publications 12.5 99: 8.4 MAY WEEKLIES AND SEMI-MONTHLIES 
Sept. 9-13. Sixth annual Atlantic - | True Detective ... : 6.8 » 929 8.5 (Weeklies four issues unless otherwise noted.) 
‘oas orem) ‘x posi ion, Hote Sh R t Pd ia wirah oa ae 6.7 2 882 1.3 1,847 The Saturday Evening Post.285.9 194,385 277.3 18s 
pero a ag ot Exposit l oO in = or S |*Nature Magasin 66 a2s8i8 60 02567) dLife "241.3 164686 199.4 41396 202 
stor, ew ork. e | *Secrets ; : 5.0 2 520 6.8 2,921 | Collier's 162.4 110,426 161.4 109 ) 
Sept. 18-20. Annual convention, to Chicago *Street & Smith Comb.. 11.2 2.50 15.2 ee eerie .255.2 109,466 279.9 +120,107 
National Industrial Advertisers As- we *Rig Seven Group 0.0) 2016 6.9 1550] The New Yorker. 220.5 94,580 229.8 : . 
sociation, Hotel Statler, Detroit. Chicago, June —Meyer Both | *ace Fiction Group. 8.2 1,842 11.3 9541 | Business Week 126.8 54,385 106.5 45.086 
Sept. 24-25. A al meeting, Na- | Company, which last fall re-estab- | Child Life 0 1,728 3.2 1,374) °The American Wee kly. 27.5 82,357 30.9 
Sept. 24- — See Seow on lished in New York a daily shop- | “*!* : 1,004 1,436 | Newsweek 116.1 £9,800 82.5 89 
tional Publishers Association, Sky- | !#snea In lsecpes ths x*New York Times Magazine 38.0 38,056 25.8 Ta 
top Lodge, Skytop, Pa. |} ping report on consumer response Total Group ........ 617,225 632,175 | This Week 6.4 37 546 29 
Sept. 26-28. Annual convention,|to merchandise advertised by lead-| A. magazines Lyte. 82.4 35,363 67.3 24,855 
ieee cnet’ ‘on | ‘par » : ‘es and specialty | ; rita ™ Liberty 81.2 $848 77.4 ; 
National Association of Photo-Lith- | ing department stores and spe “| Good Housekeeping 111.4 47,802 107.5 46,132 | Family Circle 67.4 +28,915 48.9 2% 
ographers, Chicago | ORs, has extended the service to) \,,...,, 74.0 46,783 79.9 50,508 | Look 17 18612 187 1 
Oct. 2-4. Annual convention, woe hicago. Though the company 1S|MeCall's ... ; 66.9 45,539 59.3 40,338] Grit 46.7 17,671 39.9 9 15,071 
> ai sertisi ssociati known primarily as a_ syndicate | Ladies’ Home Journal....... 63.1 42,948 64.7 13,988} t*U. S. News 37.5 +16,079 18.1 1 
ne ames ‘ore Ine on advertising organization, | Woman's Home Companion,. 62.1 42,242 58.9 10,066 | Forbes 24.6 10,578 26.1 11 
Chalfonte-Haddon Hall, Atlantic | ne ee. appa seld me fay | Mademoisell ; sss. 88.6 38,031 28.3 12,165] Radio Guide 11.4 7,772 6.9 4,708 
City. it pioneered in the new field as far} piarpers Bazaar "519 94907 51.8 34.804] *Scholastic i173 cf 42h 152 6 595 
Oct. 28-30. Annual convention, | back as 1929. . ae ag & , ++ BLS 21,99 H9.1  21,059 | Pi o 4 ees e 
Inangt rerti . sociati Increased demand from retailers | P#rents’ (National) w3 21,149 1.3 1,728 
Financial Advertisers Association, | z om poet he | Parents’ (Special) 1.1 1,765 5 4 2’ a09 | Total Group 1.084.018 1.006.146 
The Homestead, Hot Springs, Va. | and manufacturers throughout the | ;,). | teplas Ganite 23.0 «18629 226 18346! , 
‘ | country for coreg gp on = | True Soma mens (Mac.).. 88g 14.168 20.8 13,225 | ‘Figures provided by publisher. 
ae ° PT) . |} sumer acceptance of ucago-aG- | True Experiences (Mac.).... 31 13, 480 30.5 13,108 | Page size changed from 2 O86 to 429 lines Oct. 15, 1939 
Fashion A ints | wanting chs se caused the \Movie Mirror (Mac.)...... $1.4 13,476 32.8 14,073| §Page size changed from 369 to 429 lines Aug. 12, 1939 
i; vertised merchandise cau 
96 os os —_ . rly , 5 —— . arkate | >Creen Romance (M. M.).... 30.8 13,200 12.9 5,521 | xPage size changed from 1,040 to 1,000 lines Oct. 1, 1929 
A. Starke Dempewolff, formerly | company to expand the marke ts Modern Screen (MM. M.).. | 30.8 13.208 39.9 17.101 ‘Page size changed from 680 to 429 lines May, 1946 
with Stage and Bride's Magazine, covered by “Meyer Both Reports.” | Household ................ . 48:7 12,755 15.8 10.717 aJune-July issues combined. 
J. E. Hazelton, formerly with Talon, | pach report includes a reproduction | Modern Romances (M. M.).. 29.0 12,4237 23.4 9 14,340 | cThree issues. 
. . . tharde- . . - a iw . ove , bay , ce c * 9 ma ¢ Ps oa | - |e ’ pot vt 
Inc., and Blanchard-Nichols, pub-| of the advertisement, a factual | True Love & Romance (Mac.) 28.4 12,170 29.9 12,829 Five issue 
lishers representative; wittam lescription ot the merchandise, Movie Story (F.)........ 28.4 12,065 34.0 14,651 } dPage size changed from 636 to 680 lines Jan. 1, 1940 
Wessell, formerly with McCann- aescri} ' True Confessions (F.) . 27.7 11,649 32.1 13,487 | Group designations: M.M Modern Magazines Mac 
Erickson, and Har ry S. Mandell |name of the store shopped, an indi- Hollywood CPi sees 27 v 11 $56 34.9 14,657 Macfadden Women's Group. K Fawcett Women's 
have joined the Eastern sales staff} cation of weather conditions and | Motion Picture (F.). 6.8 11,256 34.0 14,298 | Group. S.—Screenland Unit. 
of Fashion, New York. ithe name of the manufacturer of 
—__—— the goods. Finally, each line is 


given a “consumer response rating,” 
ranging from “Fair” to “Sell-Out.” 

Wort. tes oi ted | To avoid any disturbance of local 
eee actiten Tastes Geaaaeae.| competitive conditions, the Chicago 
New York, to handle advertising of "ePorts will not be made available 
its sports publication, using radio | to Chicago stores, which, however, 
and newspapers. Joseph N. Cirone,| may get New York reports, just as 
who formerly handled the account, 
will continue to do so. 


Reappoints Metropolitan 


The Man O’War Publishing Com- | 


York coverage. 


Luddy Joins “Cue” 

William F. Luddy has resigned 
from the New York Herald Tribune 
to join the retail advertising depart- 
ment of Cue. 


R. I. Rossheim Resigns 

Richard I. Rossheim has resigned 
as advertising manager of the Con- 
tinental Distilling Corporation, Phil- 
adelphia. 


heer Ledbla 


25TH ANNUAL 


\ATIONAL HOTEL EXPOSITION 


They came. They saw. They BouGHT! 


1,605,127 exposition 


visitors in the 24 years that this great show has served oper- 
ators of hotels, restaurants, clubs, hospitals and institutions 


FOR INFORMATION REGARDING 
ENHIBITS. Addres: Expoution Mer., National 
Hotel Expoutin, 221 Wot 57th St, New York 


ani: 


ss s,s NOVEMBER 111015,1940 3 3 | 


Grand Central Palace, New York City 


~ 


Chicago retailers may secure New | 


i 


| this year 


June Linage in 
Magazines Dips 
a Scant 0.26% 


New York, June 
June issues of national magazines 
totaled 1,334,608, a decline of 0.26 
per cent from the 1,338,119 lines 
| carried by the same publications in | 
| 1939, 


6.—Linage in 


Publishers’ Information Bu- | 
reau reported today. This com- 
pares with a May loss of 3.1 per 
cent. 


Weeklies and semi-monthlies, to- 
|day reporting May linage, scored 
a gain of 7.7 per cent over their | 
1939 total. Linage for May, 1940, 
totaled 1,084,018 as compared to} 
1,006,146 in 1939. 
| Among the monthlies, women’s 
|}and outdoor publications were able 
to show gains over 1939, while the 
general, standard and mail 
group reported losses. Linage in 


the general magazines totaled 617,- 
995 


225 as compared to 632,175 last 
year, a decline of 2.3 per cent. 
Women’s mngarenes carried 592,- 


| 229 lines, a gain of 2 per cent over 
‘the 580,640 lines reported last year. 
|Standard magazines showed a loss 
of 10.3 per cent with 19,363 lines 
as compared to 21,586 in 


| 1939. 


Outdoor magazines registered a 
3.5 per cent gain with 101,796 lines 
this year as compared to 98,349 in 
1939. Two mail order magazines 
carried 3,995 lines as compared to 
5,369 in 1939, a decline of 25.6 per 
cent. 

Figures and page totals for the 
individual magazines are shown in 
the accompanying table. 


Nichols Joins Doremus 


Melville T. Nichols Jr., formerly 


in the advertising 


department of 
Lever Brothers, 


has joined the Bos- 


| ton office of Doremus & Co. 


order | 


New Jersey Marketers 
‘Elect Pinkerton 

Fred H. Pinkerton, sales promo- 
}tion manager of the mechanical | 
| goods division of the U. S. Rubber 
Company, has been elected presi- | 
dent of the Industrial Marketers of 
* |New Jersey, chapter of the National 
Industrial Advertisers Association, 
| succeeding Richard S. Hayes, adver- 
tising manager of the Okonite Com- 
pany. 
| Other officers are: 


| 

Plans F-M Campaign 

| The Stromberg - Carlson Tele- 
| phone Mfg. Company, maker of ra- 
dio receiving sets and equipment, 
|will begin national advertising for 
frequency modulation § radio _ sets 
inext fall. A schedule is now being 
worked out which is expected to be 
ready in about a month. W. T 
Eastwood is advertising manager 


and the account is handled by 
|Stewart, Hanford & Casler, Roch- 


ester, N. Y. 


L & N Appoints Yager 

Guy U. Yager, who has been as- 
sistant general passenger agent of 
the Louisville & Nashville Railroad, 


vice-presidents, | 
| Wallace W. King, Wallace W. King 
Advertising Agency, and _ Phillip 
| Barnes, Weston Electrical In- 
'strument Corporation; treasurer, 
|Charles V. Allen, John C. Dolph 
|Company; secretary, Robert S. 
Bubb, Lock Joint Pipe Company. 


Samuel E. Gold, Lignum Vitae Cor- 
| pore ition, and Cuyler Stevens, T. J. 
| Maloney, Inc., were elected direc- 
tors for two years and James S.! 
Cawley, McGraw-Hill Publishing 
Company, was elected an associate 
director for the coming year. 


Kenyon Proaident of 
L. A. Ad Club 


R. G. Kenyon, advertising man- 
ager of the Southern California Edi- 


son Company, has been elected) 
president of the Los Angeles Ad- 
vertising Club. Other officers 


elected include: Tracy Moore, Na- 
tional Broadcasting Company, first 
vice-president; William T. Picker- 
ing, Heintz, Pickering 


Company, second vice - president; 
Harold E. Dryden, Southern Cali- 
fornia Telephone Company, third 


vice-president. 

Hal W. Brown, Pacific 
Advertising Company; 
Hawthorne, Western 
Company; and Eric 
roughs, Inc., 


Thomas F. 
Lithograph 
J. Smith, Bur- 
were elected directors. 


‘McCoy Joins Baer 

J. C. McCoy, formerly with Fed- 
eral Advertising Agency, New York, 
has joined the S. C. Baer Company, 
Cincinnati advertising agency, as a 
| Specialist on merchandising. 


Advertising | 


Outdoor 


with headquarters at Louisville, Ky., 
has been advanced to general pas- 
|senger agent, succeeding the late 
| William I. Lightfoot. 


D0 YOU KNOW how 
-Geep a news ad half tone } 


BABA, _ Should be. 


| LET 40 YEARS OF 
| EXPERIENCE ANSWER FOR YOU! 
a ae 
raphy, artwork, 
typography, and 


they | 


effect your news- 


The answer to this 
and other ques- 
tions vital to the 
newspaper adver- 
tiser are contained 
in “The Rapid 
Way.” Photog- 


lockup, as 


paper advertising, 
also are discussed. Ask us ebou it 


The Rapid Electrotype Company 


Cincinnati, Ohio 


“Ally of advertisers since 1897" 
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Dealer Relations 


Key to Success, 
Waldron Holds 


Sheaffer Pen Official 
Reveals Merchandising 
Strategy 


Chicago, June 6.—Manufacturers 
are responsible for most of the diffi- 
culties they experience in their 
trade relations, Harry E. Waldron, 
vice-president and general manager 
of the W. A. Sheaffer Pen Company, 
Ft. Madison, Ia., told the Chicago 
Federated Advertising Club today 
in recounting the quarter-century 
development of the spectacular 
Sheaffer fountain pen success. 

“For example,” he said, “we have 
been selling a new pen, Skyboy, 
designed expressly for airplane 
travelers. It is now in the stocks 
of dealers all over the country. Yet 
the first consumer advertising will 
not appear until Aug. 26. We have 
no desire to render dealers’ stocks 
obsolete nor to depreciate values, 
which would result in price-cutting. 
Consideration of the retail mer- 
chants’ problems will develop mer- 
chandising practices which will 


eliminate most of the troubles the) 


manufacturer complains of.” 

Mr. Waldron, who has recently 
completed a year away from his 
desk, traveling over the country to 
stimulate dealer enthusiasm for the 
matched-set selling plan which is 
now the spearhead of Sheaffer mer- 
chandising effort, said that this type 
of business has risen from 20 to 55 
per cent of the company’s total vol- 
ume, and that it bids fair to rise 
to 75 per cent. A customer does not 
buy an individual pen, but always 
part of a set which he hopes ulti- 
mately to complete. 


Opened Gift Market 


Working closely with dealers also 
resulted in the development of the 
plan of merchandising pens as gifts, 
thus opening a market ten times as 
large as the commercial pen busi- 
ness. It also created the idea 
National Pen Inspection Week, a 
promotion which not only benefits 
users of fountain pens but creates 


|advertisements in 
} ° 
tions. 


| colors. 


DRINK A TOAST AT NEW YORK FAIR 


Schaefer Center held an exhibitors’ party the day before the New York Fair 


re-opened. 


In this group are F. M. E. Schaefer; William A. Hart, duPont adver- 


tising director; Harrison Forman, director of ‘Forbidden Tibet’ in the amusement 
area; and V. K. Latvala of Erva-Latvala Oy, Finland's largest advertising agency. 


from other companies in its field, 


Mr. Waldron said. All 
are trained from the 
most of them being college men 
who have worked their way 
through school. Sales bonuses, 


which are also shared by all other 
members of the organization, keep 


the Sheaffer employes happy. 
Founder Set Ad Style 


W. H. Sheaffer, founder of the | 
company, was credited by its sales 
director as the advertising genius 
responsible for its policy of using 
only full-page, four-color magazine 
preferred posi- 
The company also pioneered 
in the introduction of newspaper 
rotogravure advertising in four 
Product display is empha- 
sized to the exclusion of pictures 
of pretty girls and other eye-catch- 
ers only because the company be- 
lieves that its merchandise is so 
attractive that it will win and hold 
the attention of readers. 

F. H. Jones, advertising manage: 
cf Horder’s, Inc., Chicago stationery 
house, announced a plan for re- 
‘warding golfers who make holes in 
one, through a tie-up with the IIli- 
nois chapter of the 
Golfers’ Association. 
ing will be 


Professional 
Golfers hol- 


aces presented with 


| Sheaffer pens. 


(15th Newspaper 


for | 


Readership Study 


store traffic which helps the mer- | 


chant in other directions. 

The key to present success in the 
pen business, the Sheaffer executive 
declared, is beautiful packaging in 
keeping with the beauty of the 
product, and cooperative display 
methods by means of which the 
merchant and the manufacturer 
the cost of expensive cases 
for the display of the company’s 
products. Cooperation in retail sales 
training has also accounted for 
much of the company’s heavy sales 
£ains in recent years. 

Sheaffer long ago abandoned the 
idea of recruiting sales personnel 


share 


Limited 1940 Edition 


Happy Days CCC Directory 


We per copy postpaid 


f shed bu Happy Daus, Authorized 


eklu Newspaper of the Civilian Con 


ation Corps. 144 Pages, Heavu 
tins the 1500 CCC Company and 
Numbers, Locations, and Person 


Including Company Commanders 


ilterns, Doctors, ¢ unp Superintend 
ind) Educational Advisers: Sub 
ct. District and Corps Area Head 


ters Locations and Personnel: Corps 
ind District Commanding Officers 
Educational Advisers; Regional and 
I rict Headquarters of the Forest 
ee, National Park Service, Bureau 
Reclamation, Division of Grazing 
Conservation Service, Office of In 
Affairs, CCC-Indian Division and 
r Cooperating Agencies; State CC( 
| ting Acencies state Representa 
| of the Veterans’ Placement Service 
| 
| 
| 


Administrators of the National 
Administration, ete 


Send Remittances with order 


HAPPY DAYS 


Released by ARF 


New York, June 6.—Cigaret copy 
took top readership honors in na- 
tional advertising published in the 
March 27 issue of the Leader, Man- 
chester, N. H., according to the 15th 
report in the continuing study of 
newspaper readership issued by the 


| Advertising Research Foundation. 


A 980-line Chesterfield advertise- 
ment attracted 21 per cent of men 
and 39 per cent of women, while 
an 800-line Camel layout was seen 
by 17 per cent of men and 22 per 
cent of women. High ratings were 
also recorded for a 91-line Lipton’s 
tea advertisement which attracted 
29 per cent of women, and 426-line 
Coca-Cola copy which registered 
with 13 per cent of men and 18 pe: 
cent of women. An interesting side- 
light on the four pieces of copy wa 
the fact that all occupied left-hand 
page positions. 

Maximum readership for local 
advertising was credited to a full- 
page insertion for a department 
store which attracted 76 per cent of 
women. Among men top local read- 
ership was registered in behalf of 
an 1,840-line clothing ad which 
drew a 23 per cent rating. 

For all advertising in the news- 
paper, except classified, 86 per cent 
of men and 96 per cent of women 
read one or more pieces of copy. In 
the national advertising classifica- 
tion 51 per cent of men and 54 per 
cent of women read one or 
pieces of copy. 


more 


Milton Leaves Hudson 


John Milton, for the past two 
years vice-president and general 
manager of Hudson Mfg. Company, 
Chicago extract maker, has _ re- 
signed. Mr. Milton was a member 
if the advertising department of 
\rmour & Co. for 20 years, and at 
cne time was sales promotion man- 
ager for the packing house. 


a soe Patriotic Copy 


Builds Good Will 


for Portland Store 


(Picture on Page 1) 


Portland, Ore., June 5. 
lic stood in line yesterday to get 
slick paper copies of an_ institu- 
tional newspaper 


The pub- 


tional patriotism with a color repro- 
duction of a waving American flag 
and the three words, “God Bless 
America!” 

An initial re-run of 5,000 glazed 
paper copies of the advertisement, 
which was published on Memorial 
Day in the Portland Oregonian by 
Meier & Frank Company, Portland 
department store, was exhausted at 
the end of the day. Store officials 
expected to print more 

Two days after its initial appear- 


ance, the copy was reproduced in 


smaller size in the Oregonian with | 
an explanation that there had been | 


so many 
the 
colored 


requests for copies that 
had arranged to furnish 
reproductions on glazed 
paper, without charge, for a limited 
time. 


store 


Draws Big Crowd 


As copies became available 
terday citizens stood in 
the store’s main floor 
desk to claim copies. The mail or- 
der department received close to 
1,000 additional requests for copies 
Two hundred 
duced on 
executives. 
Many citizens pasted up copies of 
the original. Even the police emer- 
gency hospital has a copy hanging 
on its wall where a nurse stuck it 
up with adhesive tape. 
The copy upholds the 
Frank reputation for unusual insti- 
tutional copy in times of national 
stress. During the bank holiday in 


yes- 


line befor 
information 


copies 
heavy 


were 
for 


repro- 


stock store 


1933, the store took a full page to | 


display one word—‘CONFIDENCE.” 
One of the largest department stores 
in the west, the Meier & Frank 


Company was said to be the biggest 


newspaper linage buyer in the na- 
tion last yeal 
“Pot o’ Gold” 
Switched to Blue Net 
Lewis Howe Company will re- 


place the “Pot o’ Gold” with a new 
program, “Musical Treasure Chest,” 
on the NBC Red network June 11 
and switch the “Pot o’ Gold” from 
the Red to the Blue network begin- 
ning June 13. The new show stars 
Horace Heidt and is a quiz program 
with cash awards for the studio 
audience. It will be aired on a 
restricted Red network Tuesday 
from 8:30 to 9 p. m 

“Pot o' Gold” will be heard on 
Thursday at the same time on ap- 
proximately 100 stations of the Blue 
network Stack-Goble Advertising 
Agency has the account 


Upson Expands Drive 


Upson Company, Lockport, N. Y., 
maker of wall and ceiling materials, 
is expanding its advertising pro- 
gram, using trade and consumer 
publications and direct mail to 
reach dealers, builders and 
pective home owners 


pros- 


advertisement | 
that caught the rising spirit of na- | 


Meier & | 


$l Pulp Advance 
Heralds Increase 
in Paper Prices 


| New York, June 5.—Higher prices 
for book and bond paper became 
inevitable this week, in the opinion 
,of experts, as a third quarter ad- 
vance of $11 was announced in the 


price of bleached sulphite pulp. The | 


increase brings the cost per ton to 
$72.50, compared with $50 six 


months ago. 
Two large producers of Kraft 
board have informed buyers that 


the price will remain at its present 
llevel of $55 for July, in exchange 
for the right to make new quota- 
tions monthly, instead of quarterly, 
jas heretofore. Kraft lining board 
is in much keener demand than 

Kraft wrapping paper, though this 
| conclusion may be more apparent 
| than real, since a considerable sur- 
|plus of Kraft paper had been built 
jup. Several mills are reported to 
have shifted production from Kraft 
paper to board, however. 

Lively export demand and elimi- 
|nation of the Scandinavian countries 
|as sources of supply for pulp ac- 
|count for the higher prospective 
|prices on book and bond papers. 
South America, which has bought 
|most of its paper from Europe, has 


‘turned to the United States, and is 


even reported to be in the market 
for casein, though it makes little or 
no paper. South American demand 
for uncoated book has _ increased 
about one-third each month during 
the second quarter. The Far East 
is also looking to the United States 
for some of its paper requirements. 

The production index of the 
American Paper and Pulp Associa- 
tion rose to 94 last week, compared 
to 92.6 for the preceding week, and 


|79.9 in the comparable 1939 period. 


“Muscatine Journal” 
Issues 100th Edition 


The Journal, Muscatine, Ia., cele- 
brated its 100th anniversary May 31 
with a centennial edition totaling 
230 pages, the largest edition it has 
ever published. 

The newspaper is one of two local 
firms with a history dating back to 
1840. Into the production of the 
centennial edition went 21,300 
pounds of paper and 550 pounds of 
ink. A total of 770 engravings was 
used. 


Martinsen Appointed 


Ottocar H. Martinsen has been 
appointed director of public rela- 
tions of Calvert Distillers Corpora- 
tion, New York. He has been in 
charge of transportation advertising 
subsidiaries of Barron G. Collier, 
Inc., for the past 12 years. 


Take it from 


of ‘ ' 
the nation’s history : 


margin. Mail to 
Street. New York, N. Y. A 
ADVERTISERS WILL BE 


Banks burst with idle billions 


PROOF 


that advertising can create unprecedented 
consumer demand . . . and how to do it. 


KENNETH GOODE... 


the stage is set for the biggest wave of consumer buying in 


Pump-priming economists, stymied by buying inertia, now 
admit increased buying power is not enough, 
and only advertising, the author contends, can open the 
floodgates of spending by arousing incentive to buy, confi- 
dence to buy, opportunity to buy. 

In 28 brief and brilliant chapters studded with rare wit and 
numerous vivid examples he shows why all business leaders 
must unite in a vigorous advertising campaign, and how the 
use of a special basic technic for checking and pretesting 
copy. the TEN POINTS of which are helpfully set forth, is 
sure to pull purchasing power out of hiding, 


READ THIS BOOK FREE FOR 5 DAYS 


To get this book on approval, tear out this ad. Write name, 
address, and full business connection or reference in_ the 


HARPER & BROTHERS. 


SENT 


After 5 days, remit $3.00 or return the book. 


... plants with idle machines. 


Advertising 


19 East 33rd 
of TEN POINTS FOR 
TO Yot° AT ONCE, 


copy 
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Research Opens 
Many New Fields 
for Electricity 


Edison Institute Dis- 
cusses Promotion Prob- 
lems of Utilities 


Atlantic City, June 5.—Some of 
the new research developments of 
electrical engineers are surprising 
even their creators through the re- 
ception they win from the buying 
public, 2,000 leading utility execu- 
tives heard here today at the Edi- 
son Electric Institute’s eighth an- 
nual convention. 

Ralph Kelly, vice-president of 
Westinghouse Electric and Mfg. 
Company, East Pittsburgh, Pa., 
brought this word. He _ reported 
that his company, which already 
has ten per cent of its plant invest- 
ment devoted to research, is plan- 
ning to further enlarge its creative 
department. 

George W. Ousler, general sales 
manager for the Duquesne Light 
Company of Pittsburgh, described 
the sales methods used to build up 
current consumption in that indus- 
trial area and said that direct mail 
is getting best results. 


Employes Most Important 


James M. Stafford Jr., 
advertising manager of 
Power Company, Atlanta, said that 
no one can “design a pattern for an 
industry-wide public relations pro- 
gram and say ‘this is it.’ 


assistant 


promulgate these as cut-and-dried 


formulas for use in either Minne- 
sota or Georgia, South Dakota or 
South Carolina, is to abandon the | 


home-made aspects which are the 
very essence of any successful 
utility public relations program.” 

Mr. Stafford maintained the em- 
ployes can be the best public rela- 
tions propagandists, once the com- 
pany takes them into its confidence 
and builds up their enthusiastic 
knowledge of its affairs, its prob- 
lems and its achievements. 

He told of an 80 per cent reduc- 
tion in complaints from customers 
because the employe who formerly 
said “I wouldn't know about that; 
you'll have to take it up with the 
district manager,” now “sits right 
down with the customer.” 

Mr. Kelly named the precipitron, 


Two jobs in 12 years, St. with food 
manufacturer in Credit, Advertising 
and Sales Departments Now em 
ploved as space salesman by largest 
Advertising Organization in the 
World Fine ales record both 
tangibles and intangibles Thirty 
two vears old married, two chil 
dren Hard worker, in good health 
Desires job in the Middle West 
Box 3055. ADVERTISING AGH, 100 


ki. Ohio St... Chicago. 


Georgia | 


Essential | 
principles can be established, but to 


fluorescent lamps and the sterilamp 
among the most recent research de- 
velopments at Westinghouse. The 
precipitron, he said, “is an electri- 
cal sieve that takes solid particles 
out of air or gas. Mechanical 
filters get the big ones; the pre- 
cipitron gets even the bacteria, 
smoke particles and pollen. We 
thought at first it was too compli- 
cated for commercial exploitation, 
and used it only as part of our 
traveling research show. 


Goes Commercial 


“Then some doctors 
would help certain types of hay 
fever and asthma, and this was 
found to be true. Some large stores 
discovered that its use would save 
thousands of dollars by keeping 
dust off their counters and goods. 
What started out as a_ laboratory 
experiment is beginning this year 
to rival our air-conditioning de- 
partment as a_ business 
load builder for the utilities.” 
Fluorescent lamps are now well 
known, and the public has heard 
of the sterilamp’s use in killing bac- 
teria in the air, for example over a 
hospital operating table. But Mr. 
Kelly said it also is being success- 
fully applied to the Tenderay proc- 
ess of aging beef. 
“With this process,’ 


thought it 


’ 


he said, 


“meat can be properly aged in 72) 


hours instead of six to eight weeks. 
|This permits the packer to mer- 
uniform tenderness at less cost. 

| “This enables the housewife to 
| serve steaks, bought from the aver- 
|}age butcher shop at average price, 


tability usually associated with ex- 
pensive choice cuts.” 


How Industrial Sales Are Made 


Mr. Ousler told how Duquesne 
| Light meets powerful competition in 
its industrial area both from cheap 
}and rich natural gas and from cheap 


bituminous coal. His company 
keeps staffs of salesmen covering 
the commercial fields, paid on 


straight salaries that are graded ac- 
cording to the amount of “load” or 
current consumption they add, and 
| backed by technical staffs ready to 
work out any customer’s problem. 
But in addition, “the best method 
of publicizing the benefits of elec- 
tric service to our commercial cus- 
ltomers is by direct mail,” he said. 
“We send out once a month a 
four-page, 8'2 by 11-inch publica- 
tion to a selected list of 15,000 com- 
mercial customers, emphasizing the 
benetits which can be derived from 
adequate lighting, air conditioning, 
commercial cooking, ete. This con- 
tains illustrations and examples of 
recent local installations. It is sales 
slanted and contains customer bene- 
fit stories to stimulate the market. 
“We use this also with our 
operative feature campaigns, 
ducted jointly with the manufac- 
turers and distributors. During the 
store lighting drive, for example, 
educational direct mail pieces are 
sent out by us, and direct mail 
product advertising by individual 
manufacturers and distributors. All 
this goes to a selected list of store 
customers according to a_ coordi- 
nated schedule which provides for 
a mailing every week or ten days 
during the period of the activity. 


Take Lighting Trips 


co- 
con- 


“We have taken groups of mer- 
chants to lighting conferences at 
Nela Park in Cleveland, at our ex- 


and as a| 


chandise a specific brand of beef of | 


which have a tenderness and pala- | 


ADVANCED 


Jesse O. Bickmore, 
manager on evaporated and condensed 
milk and several other products, who has 
been named advertising manager of the 
manufactured products and cheese divi- 
sion of The Borden Company, New York. 


formerly product 


| 
| pense, and the results have well re- 


paid us. 

“Once each month we send about 
11.700 school officials a single page 
|direct mail publication, featuring 
school lighting installations. 
During the past few years we have 
taken representatives of practically 
every district to a_ school 
lighting conference at Nela Park. 
Each trip takes about 70 school offi- 
|cials, costs us about $1,000, and has 
been one of the best promotional 
investments we have found. 

“Each month also we send a di- 
rect mail publication to 3,500 indus- 
trial executives.” 

Utah Power and Light Company 
of Salt Lake City was announced as 
first prize winner in a national con- 


local 


school 


test sponsored by Reddy Kilowatt 
for the best illustrated and most 
humanized annual report covering 


any company’s 1939 financial state- 
ment. Merryle Stanley Rukeyser, 
New York financial writer, the con- 
test judge, said the Utah product 
“combined simple language, inter- 
esting presentation through the use 
of Reddy Kilowatt and cartoon 
symbols, and modern concepts for 
simplifying, streamlining and short- 
ening its income statement.” 

Iowa Electric Light and Power 
Company of Cedar Rapids won 
honorable mention. 

Reddy Kilowatt is a cartoon sym- 
bol now adopted by utilities in 
most of the Its originator, 
Ashton B. Collins, New York, has 
incorporated himself as a promo- 


states. 


tion service and installed a Reddy 
Kilowatt exhibit at the convention 
here. 


Other Awards 


The Charles A. Coffin Award by 
the Edison Institute, with a gold 
medal and $1,000 cash for the win- 
ning company’s employe _ benefit 
fund, was given to the Washington 
Water Power Company of Spokane, 
for outstanding achievement in pro- 
moting electric service. 

James M. Stafford Jr 
Power Company won the B. C. 
Forbes prize of $250 for the most 
meritorious paper dealing with pub- 
lic relations in the electric light and 
power industry. 


of Georgia 


| 


John L. Stewart, 
Penn. Newspaper 
Publisher, Dies 


Washington, Pa., June 3.—John 
L. Stewart, publisher of the Wash- 
ington Observer, the Washington 
Reporter, and the News-Tribune, 
Beaver Falls, Pa., died here May 31 
at the age of 63. Death was due 
to a heart attack. 

Mr. Stewart was widely known 
as a newspaper publisher, and in 


11925 he organized and was first 
president of the Pennsylvania 
Newspaper Publishers’ Association. 


| actively 
Washington, 


iby the 


| various times 


Up to the time of his death he was 
engaged as editor of his 
Pa., newspapers, and 
just one week before had been cited 
Pennsylvania Newspaper 
Publishers’ Association for an 


award of merit for an editorial he | 
|had written 


recently. On June 8 
he would have received a degree of 
doctor of humane letters from 
Washington and Jefferson College. 

Between 1911 and 1935, he had at 
owned several other 
newspapers. They included the 
Washington Daily News, which he 
merged with the Reporter and Ob- 
server; the Beaver Valley News of 
New Brighton, Pa., merged with the 
Beaver Falls Tribune to form the 
News-Tribune; the Beaver Daily 
Times; the Notes, Cannonsburg, Pa., 
and the Dominion-News, Morgan- 
town, W. Va., which he eventually 
sold. 


ALBIN H. HUTCHINGS 

Buffalo, June 4.—Albin H. Hutch- 
ings, pioneer engraver, who served 
many nationally known advertisers 
in creation and production of all 
forms of printing, died at his home 


in Ebenezer, N. Y., June 2. He was 
one of the last of the old wood 
engravers, men who two genera- 


tions ago, long before halftones, cut 
on blocks of wood the illustrations 
for Harper's Magazine, Leslie’s 
Weekly and other publications of 
former years. 

Mr. Hutchings came to America 
from England at the age of six. 
During his youth, interest in art and 
design led him into a_ thorough 
study of the processes of picture 


reproduction which at the time 
found sole outlet in the form of 
wood engravings, and he became 


one of America’s foremost engrav- 
ers. 

For many years he was art direc- 
tor for the Matthews-Northrup 
Works here. About 15 years ago 
he became one of the owners and 
directors of the present Whitney- 
Graham Company, where he re- 
mained active as its art director 
until taken ill. 


EVERETT O. JONES 

Harrisburg, Pa., June 3.—Everett 
O. Jones, former advertising direc- 
tor of the Harrisburg Telegraph, 
who resigned in February because 
of ill health, died recently at his 
country home near Winchester, Va. 
Mr. Jones joined the Telegraph in 
1933 Prior to that time he had 
been display advertising manager of 
the Patriot and the Evening News 
here. Before coming to Harrisburg 
he worked on newspapers in Chi- 
cago and Baltimore. 


WILLARD D. FARNUM 
Milwaukee, June 4.—Willard D 
Farnum, 54, a_ vice-president of 


ge 


\ CUTLER 
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Make Your 
Advertising 
Command .. 


by Faithorna. 


today, advertising must stand out— MUST DOMINATE. 
This advertise- 
ment for Cutler 
Shoe Company 


oduced 


attention 


To win in the keen advertising competition of 


Fine Typography, Engraving and Printing are very 
essential elements. You'll find all THREE at Faithorn. 


PRINTING 


FAITHORN CORPORATION . phone Wabash 7820 


504 SOUTH SHERMAN STREET - CHICAGO 


June 10, 1949 
Cramer-Krasselt Company,  dieg 


May 31 here following an ‘i})necc 
of several months. Before joi; a 
the local advertising agenc) in 
March, 1925, Mr. Farnum was ; 
dent of the old Wisconsin Dp 
drating Company for five yea: 


~ 
l- 


GERALD B. WADSWORTH 

New York, June 4.—Gerali pB 
Wadsworth, head of the Hom: 
ers Educational Service, Fre; 
Long Island, died at his ho 
Garden City last week-end. Ho y 
63 years old. 

A pioneer in bringing inforn,t;; 


i ike 
ort, 
In 


vas 


about advertised products ti. th, 
home economics field, Mr. ids- 
worth headed the educationa! -ery. 
ice for the past 16 years. He als 
edited the “Homemaker’s Bulletin.” 
a publication § distributed long 


teachers by the Service. 
Mr. Wadsworth was well known 
in advertising circles in New 


Yeok 
having been one of the founders 
and second president of the Adver- 


tising Men’s League, which later be- 
came the Advertising Club of Ney 
York. He was also one of th orig- 
inators of the Vigilance Committee. 
now the Better Business Bu: 


au. 
Previous to joining the educa- 
tional service, Mr. Wadswort! was 


associated with Macfadden Publica- 


tions, Inc. He headed his own 
agency in New York for severa] 
years and among his other connec- 
tions were A. W. Shaw Company 
publisher, and Frank Seamans ad- 
vertising agency. 

Mr. Wadsworth was author of 


“Principles and Practices of Adver- 
tising.”’ 


LEONARD I. HILL 


New York, June 6.—Leonard | 
Hill, president of the Nationa! Ad- 
vertiser Advertising Agency, cied at 
his home here this week after ; 
brief illness. He also headed th 


Emergency Laboratories, manufac- 
turer of proprietary medicines, and 
the West Forty-Seventh Street Cor- 
poration. 

Born in Cincinnati, Mr. Hill cams 
to New York in 1887 and few 
years later established the Nationa 
Advertiser Advertising Agency as 
publication. After about 27 years 
Mr. Hill founded the agency of th: 


same name. He was a member of 


the Advertising Club of New York 
HARRY HOYT GOOD 

New York, June 3.—Harry Hoyt 
Good, former president of Carte 
Medicine Company, died last wee 
at Pass-A-Grille Beach, Fla., ac- 
cording to word reaching here to- 
day. He was 67 years old, and a! 
the time of his death headed tw 


other proprietary firms, Brent Good 
& Co. and Dr. Tutt Mfg. Compan) 

He was the son of Brent 
who in 1879 bought the formula fo: 
Dr. Carter’s Little Liver pills fron 
a physician in Erie, Pa., and mad 
the product name a household by- 
word through extensive advertising 
over a period of years. The late 
Mr. Good became president of th 
company in 1915 upon the death © 
his father. 


(Good 


Texas Truck Owners 
Open Campaign 

Directors of the Private 
Owners Association of Texa 
approved plans for an edu 
advertising campaign designed 
arouse public sentiment agal' 
truck load limit in Texas (now 
at 7,000 pounds) and to assist 
passing legislation which \* 
clarify the position of the 
truck operator. 

Newspapers throughout th: 
will be used, coupled with 1 
ute programs over one of the stat 
networks each week, and support 
by 100-word announcement . 
independent stations. The can a! 
which will continue throug 
remainder of the year, will ho 
budget of $125,000 to be ra 
popular subscription amont 
members. Pitluk Advertising 
pany is in charge of arrange! 


Open Design Show 
Howard Willard, well knov 

ist and designer, will delive 

address at the opening of the /* 

annual Chicago Exhibition 

sign in Printing at 

brary Wednesday evening, Jun }- 
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De ABC-ABP Offices in New York, Chicago, Atlanta, San Francisco and Los Angeles 


Advertising Age editors drama- 


tize the exciting news story of 
advertising and marketing in 


America. Editorial excitement 


creates advertising action. 
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Suggest 2Year Promotion $M Index of Retail Activity in 


‘4 ‘Consumer Course’ ‘ 
ei inN.Y.Schools Review 80 Important Markets 
Based on total retail advertising volume in all newspapers 


(Continued from Page 1) 


ec 
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3 guides to wiser consumption upon |cjide film on principles of copy | ( pynignt, “ by dver ng Publications, Inc.) 
graduation from school. testing has been produced for Fam- | 
Students must acquire a knowl- | jj, Circle. A 25-minute color pres- | ' — _ 
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Popular Aviation. |tion in bankruptcy has been filed | jochester, N.Y 6.248.741 6.562.126 6 TO9,817 7 4 2 : sae 392 + O81 rf and 
in behalf of the companies named. | Rockford, 11) 3,423,587 8,278,590 3,619,504 + 5.7 10.4 160.804 180 9 2 12 pan 
| Application has also been made in | Beck Island- Moline 753,176 DAB AGS 571,330 is HOS 179,242 142,29 2 stil] 
\the interest of creditors for the scene cet beac tl eh hh seen ach in Lo han 115,75 ett 
A Complete temporary continuation of the busi- lll tery . = 06 Ras oo , aaa +. —e iss gt ase .e8 : too 
ness of these companies. Seattle, Wash. . 617,634 4.771.732 156.198 $42.5 + 8.0 ; 17 ; 6 + 60 fend 
| “None of the other companies | Seuth Bend, Ind 117.674 2,339,993 2,277,551 6.9 2.7 96,361 81,23 L; 
LETTER SERVICE | associated with the late Mr. Collier | “?°**" ee 7 tn oe : se a ae wi. a te a33,468 102,074 torr 
is affected by these bankruptcy |X; ‘fy Ye. oe eae nee aaa srg 7 ey fpr pty mat! 
|proceedings and their business will | “Syracuse, N.Y 2194283 2'608.143 117.223 3 ; 19.8 + +i +t +7 ag: 
}continue in the usual course.” Tacoma, Wash 2,553,138 2,662,044 2,818,672 + 10.4 120,064 107,884 und 
* The petition revealed that liabili- see wh aeseeees $,863,672 615,850 sate acne 152,908 173,012 mi 
ties are approximately $5,000,000 in | ona eget Gan aa : +4 = yy oy . 11,789 290,32 
excess of assets and consist chiefly | Tulsa, Okla 115,066 854.592 1,098,976 ; ; ; 33 . te ety 
Small and large users of | of amounts due railroad companies | W@shington, TD. © 14,429,096 14,431,289 14,665,049 ' +16 f 3 2 667 152 
Direct Mail will find our | for advertising privileges. | Youngstown, © 292,201 1,189,676 533,777 7 + 10.8 148,085 129,696 5 
; The companies listed in the peti- | Total 107.947.865 412.224.914 419.650.4567 Log 7 17.526.750 17.998 709 14 
prices and service to |jtion are: Street Railway Advertis- \ Mile Wien bes Ghiieiaiien ha Ob. thee a ; ; 
be to their advantage. Railway Advertising Company of Record 10 Sar ent rd eee a nee per og " 
Delaware; Barron G. Collier, Inc.;| 3 Buffalo Times discontinued Aug. 1, 1939 il Atlanta Ge orgian me ‘a See & ~ “posters wo pant 
Barron G. Collier Corporation of | ! raed at _— = oo cone Phone ee ae. oe a0ee oT RmanOe Wee. ie, 89S8 . 
ad New Jersey; Railroad Advertising 6 Oklal may ow s diavontie aa ret 24 3 - Mereta, pe ate rp Phin 1 > 7) .- at om enkale 
Company; and Pennsylvania Rail- | 7 News-Times discontinued Dec. 28, 1938 12 Minneapolis Star and Journal merged Aus 
ILLINOIS LETTER SERVICE ways Advertising Company. — & 
Some of the companies listed . . 
: have contractual saliane with the Miller Made A. M. Promote Soda Pop Macfadden Names Smith — 
216 Institute Place Fifth Avenue and other New York _ General Fireproofing Company, The ten members of the Philadel- Everett R. Smith has beer p- 
(er Chicago, Ilinois bus lines as well as the Third Ave- ncaa gg Mg Dag rmeenDedond a -aengtinsciomed "“"" Association pointed assistant to the adve sing 
nue Railway Company. None of the ager succeeding the late R ] sh S. | sale f = - — - md agape aon directo of Macfadden Public sacs 
Setewere 10% advertising in the New York City |Gildart. Mr. Miller has been direc-| promoting the healthcgiving fen |te supervise canteens ey oecare 
subway system is affected. tor of sales education. Saas ar 5 ie health-giving fea- to supervise marketing and resear 


soda pop for all Macfadden magazines 
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JUNE ADVERTISING LINAGE IN FARM PAPERS 


Poultry and Poultry and 
Livestock Livestock 
| ~“ommercial Display— Display— ~‘ommercial Display— Display—~ 
1940 1939-—— 1940 1939 1940 1939 19490 1939 
a * ~ Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines Lines 
Monthilies 
Country Gentleman 5.7 24.30 14.9 $716 382 483 Bi-Weeklies (May. Two issues unless otherwise noted.) 
Capper's Farmer 37 18.40 a4 16,513 89 176 Pacifi Rura Press 
seperti ee 38.0 17,108 30.8 S62 328 186 Northern Editior 30.4 23.011 10.2 422.836 1,555 avo 
’rogressive Farmer Southert Editi 29.5 22.307 28.4 #21,512 1,555 837 
Georgia-Ala Edition 20.6 14,980 19.7 14,374 77 111] california Cultivator 281 21.257 24.7 18,684 262 68 
| Kentucky-Tenn Ed 20 14,797 0 14,700 60 139] Wallace Farmet ‘28 17.904 18.9 14,811 4,825 3,832 
| Carolina-Va. Edition O.1 14,648 0.1 14,668 181 220) Washington Farmet 21.6 16,347 19.2 14,534 29 
. aoa 9.9 (24,486 28.5 26,908 282 247 | Nebraska Farmer 22.3 16,228 19.8 14,411 1,478 1,201 
Mississippi Edition 19 2 13.980 19.0 13,826 at 137 |) gAverage 4 Editions 228 16.630 20.4 14,863 1.478 1,352 
| §All Editions 17 12,754 16.8 132,25 2 111] Oregon Fat t 21.2 16,002 19.6 14,849 16 
= | . lag 5 Editions. 20.0 14 8 19.8 14,40 129 171/ Arizona Farmer 20.2 15,267 15.4 11,659 60 16 
‘arm Journal & on . 
Farmer's Wife 3.2 14,266 35.3 15,137 19 a3 | © Sree ; , , 
. 74° PS > General Edition 19.2 15.079 17.4 13,674 2,589 3,049 
The rates for this department are as follows: s Farm & Ranch . 17.2 13,019 14.9 11,27 80 OT eke Wines 19.9 16.016 17.9 13.581 " 
‘Help Wanted,” “Positions Wanted,” “Representatives Wanted, and California Citrograp sh 17.0 11,445 20.9 4,043 ' > fe vi aes eee 26 14 nae ‘5 4 11798 > an » 599 
“Representatives Available,” 30 cents a line, minimum charge $1. Terms| Southern Agriculturist. 12.4 8.691 13.5 9.436 7 105 | >. ~ . Peer olga a8 14 oe 18 e306 «1.18 mite 
cash with order. ; ; -_ , Southern Planter 11.7 9.224 10.4 7,271 6 304 | P war : ; _ or atin aa ove 
All other classifications (single insertion rates): % in., $2.75; 1 to 3 in.,| t*Ildaho Granger 3 768 5.4 855 TL : ina Fait 19.6 14.28 1 12.047 1.009 1.042 
$4.75 per inch. American Fruit Grower 11.9 367 14.7 6,620 a. OF a ee oe igre aa = - $4 it 
om . 4 = 4 . : Ohio Farmer 17.9 13,758 15.6 12,003 1,137 943 
Florida Grower 7.4 »,052 6.8 4,610 Tw Me ie Seurist 17 13718 144 1322 1410 > 004 
— *New Jersey Farm « | isconsin ‘ griculturist ; ; 1 betes I, YP 
> . — > —— . Garder 111 14 1 96 1.261 1.404 Michigan Farmer 15.1 11,629 15.5 11,936 3,149 3,318 
HELP WANTED POST CARDS coin Bgl? tied ll z : a American Agriculturist 15.6 11,342 14.2 10,342 1,588 1,631 
gree oe eee a = _* Rural New Yorke 13 5 («4.5 * 11,35 561 3.502 
~~ REPRESENTATIVE WANTED “PHOTO” POST CARDS | Farmer cecee 49 4,410 4.5 4,009 196 Miia” Gene miecel » oA —— Se SM 
Established class publication requires | Newest, most economical method of | *The Hoosier Farmet 9.3 4,200 14.0 6,300 . on i seas 14.7 10,31 14.6 10,258 108 ».762 
advertising solicitor, Drawing ac- | displaying any product. Samples and | *Kentucky Farmers | teceeiads Siicobaien 12.6 9649 e°8 or 099 $59 
count No . Motorist, A.A.A., 19th| prices on request. Graphic Arts, Home Journal pase S88 4,150 6.1 4,769 224 160 | Mies ah ure lind 116 s 81 8.1 6 160 1.799 864 
floor, Hotel Pennsylvania, N. Y. Call| Hamilton, Ohio. ‘Ohio Farm Bureau | Sudha a mas ele tes teen ie > ene a ro 
9 to 10 A.M. or 4 to 5 P.M News - 90 4,057 114 21 ‘7 eae: ees ee psc ni — a 
ADVERTISING and Sales Promotion| REPRESENTATIVES AVAILABLE | [reeder’s Gazette ‘.9 ++. 28 1,870 1,377] Total Group 19,395 281,642 35,683 34,020 
Man—-For mod. sized and estab. Chgo. -| *Better Fruit N.1 so 6.8 (2,85 
mfer. Opportunity for progressive | Publisher's Rep. wants one good pub- — kA nde - 4a 10 3.2 2,399 6 29) 
, < or ° » . igee r ou ry ribune } 
and exper. young man 25 to 30. Must/ lication, to re press nt in Chicago Easter E ait 6.5 ) 99 , . | Weeklies (May. Pour issues unless otherwise noted.) 
have ability to create and develop Salary $75 weekly fastern Edition ». Of 2,81 ‘ 4,235 1,466 1,189 | : ; 
prod uetive adv. and promotion ideas. Box 3040, ADV ER iT ISING AGE, Chgo. Pac ifle = 5.8 2,511 8.4 8.598 922 653 on Grange —— : - A 
ll details, please, and snapshot if | p “Rh? -PRESENTAT _— Central Edition 2 ‘18.6 708 808 628 News ‘ 8.578 12.3 13,874 
Full P ; > ’ l PUBL ISHE K’S REPRESENTATIVE— | Western Edition j io 2,125 8.2 3.505 580 eso | Weekly Kansas City Star 
ios ‘hy re sinhoolagpataei wioaiat fe age oy OSVOSCIOINE SPEC anren~ §Al Editior ‘ 1.94 7.9 174 14 1 Mi ur Edition "13,697 6.9 917,14 151 ,,.982 
fidentia man, wide acquaintance, N.Y.C. Office, agit i ecigsiale eg wee : a4 , Pe ge er ere . ap es rat 
Box 3028) ADVERTISING AGE, Chego. wants Kastern representation of *Carolina Co-Operator 6.5 2,737 8.8 710 Capper s Ww eekly ‘ 640 7 6,075 1,715 1,377 
- eee : : American Poultry Journal | Semi-Weekly Farm News 
= leading publication, commission basis. | Sastese Biltinn 1 610 ‘ =T 1.484 1.51 , | Friday Edition ' P aq - 870 4 959 
j TANTE sox 3029, AD SING AGE, N seen: etre ~ pt oS SF RLG 513 Hobenge er - — oe eee 4 20% 
POSITIONS WANTED os 2 Box 3 , ADVERTISING AGE, N. | Central Edition 5.3 2.271 8 2.480 672 833 | Tuesday Edition 1.3 108 1.1 92,728 404 ae9 
py 7° . - ; ae Western Edition 4.5 1,933 5.1 2.177 520 514 | Dairymen’s League 
Former newspaper publisher wants MISCELLANEOUS | All Editicns 43 1837 ¥ | 510 aal News 6.0 1.370 6.6 4.829 682 466 
daily or weekly to manage on small bctiekak + ivenineke e404 ‘ 
salary basis with option to Ahh | PHOTOPRINTS. We duplicate’ any : Predecer epee _* 1.991 { » 479 Total Group —yT 9 59% 6.409 13 
Box 3037, ADVERTISING AGE, Chgo.| photo in quantities, 100 to 100,000. | aecnieestin  Muebiaeene rs 4 : 2,479 15 6 | ; 1 0,5 ) 5.4 
= Miniatures, postcards: large prints. | peel m gricul ure 1,428 ) 1,597 
Experienced advertising manager) (ummed or pl: on. om ility work. Quan-| “|, “a ~o 0 4 9 Dail M 
available. Reasonable salary. tity prices. Speedy service. Samples. stower . 8 2,68 ilies (May) 
Box 3039, ADVERTISING AGE, Chgo.| Cc, 8s. PHOTO, i922 Linwood, Toledo, 0. in . - *Kansas City Daily 
Total Group se6 cee Cee 249,530 12,759 11,943] Drovers Journal 16.6 . 6 164 34.879 11.312 5.276 
“REPRESENTATIVE WANTED HERE'S A BETTER WAY— : }*Omaha Daily Journal 
a more ECONOMICAL Way |, Semi-Monthlies (May) |} Stockman \t 41,460 17.9 8.147 11,267 6,168 
One of America’s leading Catholic! To Reproduce Attractive Illustrated | *“Uresen Grange Bull | "hic wo Daily Drovers 
weekly newspapers, A.B.C. member,| Mailing Pieces LAUREL'S IM- | tin . 20.1 40 13.4 104 | Journal 16.1 4,289 18.¢ 1699 15,814 9.492 
needs A-1 New York representative.| PROVED OFFSET. | Hoard’s Dairyman . 21.2 15,438 19.7 14,368 1,7 1.957] *St. Louis Daily Live 
Carries great volume of department | 500 (8%x11") copies $2.63 | Montana Farmer 19.20 14,521 15.9 12,012 i86 1,186 Stock Reporter 13.8 309 15.0 1939 11,4 5, 875 
store and food chain copy, also prom- Additional 100’s 22¢ Western Farm Life... 17.5 1 14 15.3) 12,040 2,270 oe: 
ineat national accts. Efficient Na- | Quantity Runs Lower All Sizes. | ! armer-stoc kman 16.3 1 6 17.0 12,846 me H78 Total Group 133.479 144.664 49.818 6.811 
tional Dept. furnishes leads and|Send for Free Descriptive Manual. In| * California Grange 
unique merchandising service Com- | Metropolitan N. Y. request Represen- | News ? ; .. 6.9 11.004 1 8.17 | *Figures provided by publisher 
mission basis. Send references. a | tative. WAlker 5-0526. | Utah Farmer . ee 1,987 13.6 10 71 18 May linage not included in tota 
Box 3038, ADVERTISING AGE, N. Y.| Laurel Process, 480 Canal St., N. ¥. C. | Missouri Farmer 21 8.0 6,26 658 1.0 gNot included in total 
= "Five 4sue 
Total Group 105,261 1 S58 Os Fou ssues 
- — 
‘ | with FTC and BBB efforts, criminal - 
i chargee againc ee , 
ire 0 0 e | charges against the two firms were | the advertised price is the time- 
| dropped. 


of 10 Standards 
Is Developed 


New York, June 6.—Following a 
long series of conferences involv- 
ing District Attorney Thomas E. 
Dewey’s office, the Federal Trade 
Commission, New York City’s de- 
partment of markets, major tire 
manufacturers, and _ independent, 
chain and department store outlets, 
a set of 10 advertising standards 
gained the approval of the industry 
here yesterday at a meeting spon- 
sored by the Better Business Bureau 
of New York. 


Formulation of the standards cul- 
minates almost a year’s work. A 
storm of criticism was leveled at 


both national and retail tire adver- 


users last summer as the result of 
a wave of extravagant price and 
quality claims made in newspaper 
copy just prior to Memorial Day, 
the 4th of July and Labor Day. 
FTC took action by issuing com- 
plaints of misleading advertising 
against Firestone Tire & Rubber 


Company, B. F. Goodrich Company, 
and Goodyear Tire & Rubber Com- 


pany last January. These cases are 
still pending. A member of local 
setter Business Bureau groups also 
took action, and in some cities of- 


- ° 
fend were haled into court. 


Last month, the local district at- 
torney’s office took action in the 
matter, issuing criminal complaints 
against Firestone and Goodyear, 
under the state statute governing 
misleading advertising. Two weeks 
ago, conference of all major tire 
Manufacturers was called by the 
dist attorney. When all agreed 
to clean up their advertising in line 


JESS H. STRIBLING 


selling price. 
Although the 10 standards agree “d | 9. The terms 

to here yesterday by the industry | ° ‘custom-made,” etc., 
as a whole were formulated unde rl used in the advertising, 
the sponsorship of the local BBB | labeling of tires, 
group, it is expected that the same | 
or similar codes will be adopted by | 
other BBB groups. 


“custom-built,” 
shall 


not be 
selling or 


unless the tires so 
designated are actually made on the 
specifications of the customers who 


buy them. 
The standards approved are as 10. When a guarantee is men- 
follows: | tioned, it shall be clearly stated in 
1. No statement or representa-| terms of the duration of such guar- 
tion shall be used in advertising | antee, and the nature of it. 


tires or prices, which has the capac- 


ity or tendency to mislead or de- 
ceive the customer. One Less Sunday 
2. The term “list price’ or the 


quoting of manufacturers’ list prices 


Local 


usual, everyday prices at which the rotogravure 


5. Price claims shall not be used 
which compared a special sale price 


total of 846,509 lines 
Monotone rotogravure 


of a particular tire with the list for the month 
price or former list or selling price | lines, while color 
of another tire of a higher price | 206,779 lines of space 
level, brand or quality. 
6. No other item or items shall 


be offered as a gift or bounty with 


The 


the sale of a tire when the adver- - 

» aole ‘lee of the tire | & Koehl has been 
tised or sale price o re tire iS|Girect the following 
greater than the usual price at) James Walsh 
which the tire has been selling at) Lawrenceburg, Ind.; Wm 
retail in this area. muck’s Sons, Cincinnati, 

7. “Bait” practices, by which|Raymond City Coal & 


well-known makes of tires are ad- sane yma sf Atkins 
‘ertise ainly as a means to sell | *!'8. orporation, 
vertised mainly as a ee He Mt. Tyler Alkaline 


other makes in which the advertiser 
specializes shall not be used 
8. When time payments 


Dayton. 


M. Keilson Moves 


are 


Cuts Roto Linage 


shall not be used for Compare | & A i] 1940 

purposes in advertising tires to 98 or pri ’ 

public, unless such list prices are New York, June 4.—With five 

the usual prices at which the tires Sundays in April, 1939, and only 

ihave been selling at retail in this!| four in April of this year, 

area. rotogravure advertising linage for | 
3. Claims of “savings,” “dis-| the latter month was only 1,110,171, 

counts,” trade-in allowances, or spe-| 4 decrease of 160,703 lines or 12.6 

cific percentages “off” of former | per cent from the 1,270,874 lines 

prices, shall be based only on the | carried last year. 


advertising 


tires have been selling at retail in| linage for the month this year was 
| this area. 376,959, a decrease of 47,406 limes 

4. Advertised trade-in allow-|or 11.2 per cent from the 424,365 
ances if stated in specific amounts | lines of local for the same month a 
or percentages shall be limited to a | year ago. National advertising lin- 
reasonable percentage of the usual|/age for the month this year was 
selling prices of the tires offered for | 733,212, a decrease of 113.297 lines 
sale. or 13.4 per cent from last year’s | 


advertising 
amounted to 903,392 | 
roto accounted for 


To Swatford & Koehl 


Cincinnati office of Swafford 
appointed 


accounts 


Distilling Company, 
F. Grass- 
jeweler; 
Transporta- 
& Pearce 
Cincinnatl: 
Water Company, 


representa- 


Anglo-Jewish 


has moved to | 


mentioned or quoted, in connection 
B |with stated prices, the advertise- Keilson Company, 
: ment shall conspicuously state that|tive of Jewish and 
E h T R A L g 5 0 3 a carrying charge is added, unless | Publications and radio stations serv- 
ae ing the Jewish public, 
— 1117 W. 46th street, New 


JOHN A. CAIRNS 
- & COMPANY 


TEXTILE 
ADVERTISING 


45 EAST 17th ST. 


Anderson, Davis & 
NEW YORK CITY 


York agency, has 
| Rockefeller Plaza. 


York. 


Anderson, Davis Moves 


Platte, 
moved 


to 


| to 


| established 
| the 
|opened in August 


to 


and 


| Library 
| the exhibit is averaging 150 persons 


New 
50 


June Linage in 


Farm Monthlies 


Shows 3.4% Loss 


New York, June 6.—Linage in 
June issues of farm monthlies 
totaled 241,057, Publishers’ Infor- 
mation Bureau reported today, as 
|compared with 249,530 in 1939, a/| 
decline of 3.4 per cent. In May 
these papers reported a 2.2 per cent 
gain. 

Three of four other farm paper 


groups, today reporting May linage, 
showed gains over 1939 totals. 
Semi-monthly farm papers carried 


105,261 lines as compared to 91,532 
in May, 1939, a gain of 14.9 per | 
cent. Bi-weeklies scored a gain of | 


| 13.4 per cent with 319,395 lines this | 
the total| year as compared to 


281,642 in 1939 
52,980 lines, an 
cent over the 


Weeklies carried 
increase of 4.9 per 
1939 total of 50,523. Dailies car- 
ried 133,479 lines, a decline of 7.7 
per cent over the 144,664 reported 
last year. 

Figures and page totals 
individual papers appear in 
companying table. 


the 
the ac- 


Lord's Names Gussow, 
Kahn for New Line 


In promoting its 
ports dresses to be 
leigh Fashions, Lord’s Sportswear, 
Inc., New York, will use space in 
fashion magazines and supply re- 
tailers with a mat service and 
play materials Gussow, Kahn & 
Co., New York, has been appointed 
handle the account 
“Lordleigh shops” 
by retailer 
country The first 
at Lord & 


line of 
Lord- 


new 
known as 


are being 
throughout 
will 
Taylor, 


New York 


|Ad Exhibit in Buffalo 


The 
of the 
Club is 


annual Advertising Exhibit 
Greater Buffalo Advertising 
on display in the Grosvenor 
in Buffalo. Attendance at 


a day, according to Robert B. Bolles, 
chairman 


'Dunphy oles Cresset 
Edward J 


Dunphy, who has been 


with Western Newspaper Union, 
|New York, for the past 20 years 
has joined Cresset Company, Nev 
York, to inaugurate a newspaper! 
mat service for the publicity and 
ipublic relations fields 


ja 


Iwill 


dis- | 


be | 


N. E. Foreign Language 


Newspapers Organize 
Representatives of 33 New Eng- 
land newspapers printed in 11 for- 
eign languages organized the New 
England Foreign Language News- 


| papers Association at Boston June 2. 


Telegrams were sent to President 


| Roosevelt and the six New England 
| governors pledging to preserve the 


principles of American democracy 


j}and liberty and strongly supporting 


comprehensive 
tional defense. 


program of na- 


Knudsen Gets Leave 


W.S. Knudsen, 
eral Motors 


president of Gen- 
Corporation, has been 


| granted a leave of absence to take 


a place in the national defense pro- 


| gram. 


5 Colors on License Tag 


Georgia’s 1941 automobile license 
tag, advertising Georgia peaches, 
be larger than formerly and 
will have five colors instead of two. 


Signs Caroline Ellis 


General Mills has just signed 
Caroline Ellis, author-star of “Caro- 
line’s Golden Store,’ CBS serial 
story, for an additional five years. 


COLLINS 

MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 
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June 10, 1949 


Patman-Byoir 
Argument Recalls 
Admen’s War Role 


(Continued from Page 1) 


American who is in sympathy with 
the principles of our government.” 


Refer to Selective Service 


Despite the charge by Congress- 
man Patman that Mr. Byoir helped 
draft Army and Navy mobilization 
plans and then allegedly made them 
available to Adolph Hitler, and the 
“tip” offered by Columnist Walter 
Winchell that Mr. Byoir is a mem- 


| ‘ " ° 
| chairman of the Committee on Pub- 


lic Information which was headed 


| by George Creel. Co-members with 


ber of the “Army Intelligence Divi- | 


sion,” it appears that the references 
of both men are to Mr. Byoir’s 
membership on the advertising and 
public relations group of the Joint 
Army and Navy Selective Service 
Committee, and his rank as a lieu- 
tenant-colonel in the Army Reserve 
Corps. 


This group was the instrumental- | 


ity whereby advertising was 
afforded an opportunity to serve the 
nation during the World War. At 
that time Mr. Byoir 


was associate | 


| the 


Mr. Byoir on the current Selective 
Service unit, some carrying the 
rank of major and others that of 


lieutenant-colonel in the Army Re- 
| serves, are: 


Lee H. Bristol, vice-president, 
Bristol-Myers Company; Homer J. 
Buckley, president, Buckley De- 
ment & Co.; Charles S. Hart, an 
associate of Mr. Byoir; Louis C. 
Pedlar, formerly president of Ped- 
lar & Ryan; Robert E. Rinehart, 
vice-president of Donahue & Coe; 
G. R. Schaeffer, advertising direc- 
tor, Marshall Field & Co., and Roy 
Dickinson, Printers’ Ink Publica- 
tions. 


Plan on File 


| opinion 


For about nine years a tentative 
plan of operations for the Selective | 


Service advertising group has been 
on file at Army headquarters in 
Washington. The outline was pre- 
pared by Col. William H. Rankin 
New York agency man, who played 
an important part in the work of 
the Selective Service group during 
World War. 
cedure is patterned after the group’s 
successful efforts during 1917-18. It 
has already been approved by the 
U.S. Army high command, although 
in all probability it has undergone 


some refinements as 
sonnel has changed in recent years. 
The advertising unit of the Selec- 
tive Service Committee has met 
annually, the last such gathering 


having taken place slightly over a 


month ago. 


| In contrast to the widespread Committee on Public Information | of a rifle-ball—would have 
fears 


that have been voiced 


Army per-| 


l 
achievements of advertising during 
that conflict can logically be pro- 
jected as the basic pattern of what 
is to come. 

Three Major Jobs 


Operating as a division of the| 


the advertising group of the Selec- 


considers the disruption of busj-. 
ness occasioned by 
Loan and the appalling wast 


: 
|stupid or misapplied energy, s 
| conviction grows that paid adverts. 
| ing—controlled, authoritative, driv. 
|}ing to its mark with the precision 
en 


| quicker, simpler, and in the eng. 


throughout the country over our | tive Service Committee successfully | far cheaper.” 


relatively poor degree of military | 
preparedness there is some consola- 
tion to be drawn from the fact that 
the vital job of marshalling public 
in beh 
effort will be 
derly, pre-determined fashion. 
confusion of the last melee will 
probably be replaced by an orderly 
“go ahead,” with plans 
sonnel in full readiness. 

At the last meeting of the Selec- 
tive Service group, for example, an 
outline was created for 48 state 
promotional committees, each 


launched in an or- 


| headed by the Governor with actual 


| work to be 
, | representatives, 


The plan of pro- | 


carried on by media 
advertisers 
agencies in state districts and sepa- 
rate localities. 

Sources close to military circles 
in Washington and civilians who 
are participating in preparedness 
planning agree that the experience 
gathered in 1917-18 will in all prob- 
ability serve as the guide for the 
future. Thus, the most successful 


DAD may not “wear the pants” a// the 


time . 
anything wesw in the family 


or sun-lamp . 


We spend hours with the old boy 


discussing a// his interests . 
one challenges his 
we’re the 


Queensbury rules. 


He gets a big kick out of our big-time 
fellows like Bob Ripley, 


< 


triends, too . 


Edwin Hill, Damon Runyon, 
Winchell, Mark Hellinger, 
T. R. Ybarra, Nelson 


Durling, Jimmy Hatlo 


that a// men like. 


. but, by George, when it comes to 
.. his opinion counts plenty. 
American rights 


first to fight for him. . 


Lewis Haney, 


Harding, FE. V. 


. son-in-law 


home... 
2 vot é 
and if any 
the fu// value 
. always 


Something 
Walter 


carried . 


83% & 


famous men 


It’s no wonder Dad’s sold on us.. 


By calling at the ome 
and selling the family 
very Member in our corner 


thing tor you to remember 


Has Haph 


. and 


the rest of the family’s the same way 
for we give them a// the same play. 


and staying 
, 

. We've 

a Lor rd 

. if you want 


in advertising assured 


only by full readership in circulation! 


cned Pittsbu 


SELLING the FAMILY 


FOR REAL ESTATE ADVERTISERS 


Media Records 1939 Yearbook reveals that, in the 
no hac and Sunday field, the Sun-Telegraph 


RETAIL DISPLAY 


REAL STATE ADVERTISING 


Pittsburgh Sun-Telegraph 


REPRESENTED NATIONALLY BY THE RODNEY 


E. BOONE ORG 


NIZATI ON 


PITTSBURGH © NEW YORK © CHICAGO © DETROIT © PHILADELPHIA © BOSTON © SAN FRANCISCO © LOS ANGELES © BALTIMORE © SEATTLE 


ADVERTISING 1S THE CONSUMER'S GUARANTEE OF MERIT 


alf of a future war | 


The | 


and per-| 


and | 


| month 


| proceed. 


|tackled three major jobs in the) 
order named, as follows: 
1. Contributions to 
Cross. 

2. Sales of Liberty Bonds. 

3. Execution of the draft regis- 
tration order. 


the Red 


} 


efficiently, Army chiefs in the last 
|}war remained skeptical of the 
power of promotion to perform as 
advertising leaders promised. This 
skepticism was especially marked 
in connection with the most impres- 
sive 


| advertising group—the 


which resulted in the registration of 
13,000,000 men for army service in 
a single day. 

Although the decision to impose 
general conscription was reached in 
April, 1918, four months 
before a specific move was made 
to bring this necessity to the atten- 
tion of the nation. Army chiefs 
fully recognized the prevalent feel- 


ing that conscription was anathema | 


to the nation at large: that most 
| citizens considered it incompatible 
with the rights of a free people. 
Nevertheless, the smashing tactics 
of the Germans and the Allied 
plight convinced Army officials 
from General Enoch Crowder down 
that an army had to be created and 
| equipped within the space of a few 
| months. 


Campaign Proposed 
The advertising group 
ately proposed a powerful campaign 
in all media but Army men were 
| disdainful, despite the fact that the 
Council of National Defense, 
posed of outstanding business lead- 
ers, and President Wilson, favored 
the idea. 
convinced that advertising was the 
| answer. 
Nevertheless, and 


the weeks 


/months rolled by and no plan was 
| forthcoming 


from 
in desperation, 
left 
nated by President Wilson for draft 
registration, General Crowder 
agreed to let the advertising men 
He gave the authorization 
to W. J. MacInnes, advertising di- 
rector of the film division of the 
Committee on Public Information, 
and Carl Walberg, associate of 
George Creel. MacInnes and Wal- 
berg had camped on the General's 
doorstep, frequently arousing his 
|ire, until he nodded assent. 
| All preliminary plans had been 
laid for the smashing advertising 
campaign. As soon as authorization 
was secured the wheels of the pro- 
motion machine were set in motion. 
“All Patriots Will, All Others Must 
Register,’ was the slogan that 
appeared almost miraculously in 
hundreds of newspapers and out- 
door signs throughout the land. 
On Sept. 12 the registration began 
and by nightfall over 13,000,000 had 
filled out the necessary forms. 
Perhaps one of the most illumi- 
nating suggestions for efficient pro- 
cedure in a 


the Army. 


Finally, with only a 


future emergency was 
set down by George Creel in his 
report of his committee’s work. 
Describing the work of the adver- 


tising division he recalled that when 
the First Liberty Loan was an- 
nounced a committee of advertising 
men, including in its membership 
Col. William H. Rankin, agency 
chief, and O. C. Harn, later manag- 
ing director of the ABC, came to 
Washington to urge a campaign 
based on outright purchase of ad- 
vertising space in newspapers and 
other media 

“There was no question as to the 
patriotism of these said Mr 
Creel, “nor do I think there was 
much doubt as to the value and 
efficiency of their plan. When one 


men,” 


Despite the demonstrated power | 
of advertising to discharge its tasks | 


assignment executed by the} 
campaign | 


passed | 


immedi- | 


com- | 


General Crowder was not | 


before the date desig- | 


First Line of Attack 


| Donations of space by redia 
| therefore became the first li; 


of 
‘attack. Over 800  publishe: of 
|monthlies and weeklies contri ited 


| $159,275 worth of space a mont 

the duration of the war. In di. 
tion, advertisers bought $34) 98) 
| worth of space in nationally « 
lated periodicals and turned it «ve, 


to the advertising division for goy- 
|ernment purposes. 

Mr. Creel paid tribute to the 
“Chicago Plan,” originated by Col. 
Rankin, whereby individuals ang 
business institutions bought space 


and donated it for government use. 
The productive power of this plan 
was shown during the Second Lib- 


erty Loan drive in Chicago when 
$49,272 worth of space in newspa- 
pers; $11,115 in foreign language 
| papers, and $2,332 in farm papers 
| was expended in this mann« The 
$62,621 campaign resulted bond 


sales amounting to $177,361.000, or 
a cost of 2.7 cents per $100 bond 
The plan was extended to other 
cities with sales costs of 2.4 cents 


in Muncie; 2.7 cents in Saginaw: 
2.9 cents in Davenport, Ia.; 3.9 cents 
in Utica, N. Y.; 5.4 cents Clin- 
ton, Ia.; and 6.8 cents in Columbus. 
Ohio. 
It is estimated that about $2,500.- 
000 was spent in advertising for the 
}entire campaign. 
| The “Chicago Plan” was em- 
| ployed effectively in Red Cross ap- 


peals as well as in the Third Lib- 


erty Loan drive. In all, about 
$5,000,000 worth of newspaper, 
magazine, outdoor and _ business 
paper advertising was paid for by 


business men during the wat 


| If Mr. Creel’s evaluation of the 
experiences of 1917-18 may be con- 
sidered a guide for the future, paid 
advertising is destined for even 
greater emphasis during the next 
coordinated national defense effort. 


Wannamaker Made A. M. 


; T. M. Wannamaker, formerly 
associated with the Acacia Mutual 
Life Insurance Company, Washing- 


ton, D. C., in advertising and sale 
promotion work, has been made 
advertising manager of the Nationa! 
Chemical & Mfg. Company, Chi- 
cago. 


Burnett & Brenner Moves 

Burnett & Brenner & Egert, New 
York market research organizatio! 
and its division, the Grocery Labo- 
ratory, have moved to 512 
avenue. 


EMBOSSED COLORED PLASTIC 
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PHOTOGRAPHIC 
REVIEW OF 
THE WEEK 


WIND IS STRONG, BUT VERY PLEASANT 


HEADS NEW CLUB DUTCH BOY PROVIDES COAST ANSWERS 
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Following initial broadcast of "Answer Auction’ over the CBS Pacific net for the 
Pacific coast division of National Lead Company, this group got together at the 
studio to compare notes. Left to right: Bill Honig, account executive with Erwin, 
Wasey & Co., which handles the show; H. M. Jackson, northern division sales- 
manager of the CBS Pacific net; R. P. Prentys, general manager of the Pacific 
coast division of National Lead: Tom Breneman, the show's master of ceremonies; 
and Greg Harrier, advertising manager for National Lead on the Coast. 


Karl Helm, of Arthur Kudner, Inc., presi- 
dent of the newly-formed Publicity Club 


of New York. THREE-WAY CLOCK FOR GILLETTE ROOF 
PARSLEY FLAKES 


Newest dehydrated food is Little & Co.'s 


parsley flakes, packaged in attractive This triple clock display on the roof of the Gillette Safety Razor Company plant 
cans. Gourfain-Cobb Advertising Agency, in South Boston is said to be one of the largest and most elaborate factory signs 
Chicago, is handling the account. ever built. C. |. Brink, Inc., South Boston, built the display. 


RUNNING STORY WRITTEN ON CONTIGUOUS POSTERS 


net 


" +, » . . — e 


J A 


“h teltie’ caf Wiad achitecuinence ts ti. 


© HIGH IN STYLE, BUT NOT IN PRICE © 


This attractive photograph for a floor and window display for the new Firth 

Windblown rug had to be made in the photographer's studio, with electric 

fans supplying the wind power, after the model had almost been blown into the 

street when an effort was made to get a natural wind shot from the parapet of a 

Manhattan skyscraper. McManus Studios took the picture, through Fuller & Smith 

& Ross, Firth agency. In the finished piece the name of the product appears 
above the model's head. 


Sua. 


s” 
THE POWER TO PASS B, P 
THAT'S DIXIE GAS 4 SOLS) 


WATCH THEME FEATURED IN MAGAZINE COPY Etat: beste ieee 


2“, ee f-¥e 


UM WR 2S * a: we. - 


These two posters, currently appearing in Milwaukee County, read right along, providing a little added interest for both 
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Morgan Reichner, New York agency head, beckons a group of friends into his colossal “clipper trailer” at the annual con- 
vention of the National Association of Chain Drug Stores at White Sulphur Springs. Left to right, outside, are: Bill For- 
sdvertisement scheduled for June issues of Life and The Saturday Evening ristall, Stack-Goble, New York; Charles H. Foster, American Spectacle Company; Ray Whidden, Bauer & Black; Ted Strong, 
n which the new Shell “good enough for watches” theme is stressed. Ivey & Ellington, Philadelphia; C. R. Keeley, Toilet Requisites; and Benson Storfer, Parfums Corday. 
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\f HY ADVERTISING DOES A BETTER 


JOB IN NEW YORK’S PROFIT HALF 


Look at the New York City sales of a typical 
widely advertised grocery product, canned spiced 
ham. The leader accounts for 55% of the total busi- 
ness in the city. And 81% of the leader’s business is 
done among high and medium income families. 

The reason for this is obvious. High and me- 
dium income families, although only 54% of all fami- 
lies here, buy from 60% to 70% of most advertised 
products sold here. And because they are easier and 
more profitable to sell, these families are the Profit 
Half of the market. 

Selling these families, of course, means selling 
to the housewives in them. And selling to the Profit 
Half housewives is what The New York Times does 
every day of the week .. . one of the largest groups of 
housewives reached by any newspaper in the coun- 
try, 221,840 weekdays, 414,180 Sundays in the New 
York market alone. For advertising where you profit 


most, get 1n touch with us now. 


The New York Times 


"ALL THE NEWS THAT'S FIT TO PRINT 


Advertising Offices: CHICAGO - DETROIT - SAN FRANCISCO - LOS ANGELES 
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